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The ONLY Child’s Rubbers with 


Everything YOUR Customers Want! 


FIT BETTER _— New TUFFer-“‘totes” have everything! Wear. 


Fit. Easy On. Lightweight. And, they’re priced 


~~ to make your competition shudder. 
GO ON EASIER - om Made on entirely new lasts with a TOUGHER 


new kind of bottom that CAN’T RIP—they are 


guaranteed to give equal or better wear than molded rub- 
qa» bers twice as heavy ... fit better on more shoes, and go on 
easier! Just seven sizes fit 3% to big 3. Retail: $1.49 
and $1.99 in Red or Brown. Order from your “‘totes” 


PRICED tt) SELL wholesaler or write So-Lo Marx Rubber Co. ‘Loveland, O. 
NATIONAL ADVERTISING STARTS SEPTEMBER Ist 





SEE THE GREAT NEW (HOLES) FOR MEN, WOMEN TOO. WRITE FOR CATALOG 4-60 
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Crafted in #337 Snuff and in all Hubschman fashion 


colours... by Pan American Mo es, Inc., Miami 42, Florida 


Fashion Office: 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 13 





Make Your Store 


The Children’s 


Shoe Headquarters 


with... 


TRADE MARK REG US PATENT OFF 


FOR CHILDREN OF ALL AGES 


° 
\PARENTS 


a Tome 


oe 
AMEN. 
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In Stock No. 7637 
Red Two-Strap, Red Lizard Saddle 
and Straps, Leather Sole 
6%, to8—B,C,D,E 
8%, to 12 — A, B, C, D, E. 
12% to3—A,B,C,D,E 
3% t0o6 — A,B,C, D,E 
Also in Stock in Brown, No. 7626. 


In Stock No. 986 


Brown Raised Seam Moc- 

casin Oxford with Allen- 

Kali-sten-iks are handsomely crafted and weadncsg 80> ppalamaa 
and Heel. 

comfortably styled for children of all ages. 81% to 12 —B,C,D,E 


12%) to3—B,C,D,E 
If you want satisfied customers and Also in Stock in Black, 


: ; 0. 922 
repeat sales — YOU should be the Kali-sten-iks ’ 


shoe headquarters in your locality! 


= 
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Operating 70 shoe departments in department stores: 


Top Management Tells You How 


Cotillion Footwear Earns ‘275 per sq. ft. 
as Compared With NRMA Average ‘100 per sa. ft. 





‘*Prior to 1954 our volume business (by volume 
I refer to women’s shoes under $10) consisted of 
a multifaceted program. We bought sport shoes 
from a sport shoe manufacturer, casuals from 
another, arch shoes from an arch house and dress 
shoes from a novelty maker. Because we were 
mark-on conscious we worked with these manu- 
facturers well in advance of their normal selling 
periods, exacting favorable price concessions as a 
result. Because we had to commit ourselves to an 
entire season’s needs at one sitting, we more often 
than not found ourselves out of the shoes with 
greatest customer preference in the heart of the 
selling season; re-orders were out of the question 
because our warehouse was jammed up. The net 
result: at the end of each season the ‘‘dumping” 
process, through successive markdowns, ate up any 


cost benefits we may have accrued and even more.” 


“The big mistake was ours. We did not realize 
at that time that higher mark-up on paper means 
nothing; that sales with reasonable mark-up in the 


proper ratio to inventory means everything.” 


‘‘We were interested in a new merchandising 
approach. The Cotillion proposition easily surpassed 
everything we had seen. The nearest simile I could 
come up with was, ‘Here’s a General Motors — of 
shoes — one for everybody’. Cotillion served our 


needs, which in department store operations means 


MR. SHOE BUYER: If you like, 


pleased to send you Mr Kaplan's complete 


ue 


six complete markets of female consur 
budget price range: 
1. the sport shoe market 
the teenage market 
the little heel market 
the dress shoe market 
the professional market 


the arch and wedge market 


Gentlemen, I was astounded to find in Cotillior 
complete a coverage in one brand for each of 
these markets, and an in-stock program of repre- 
sentative styles to back it up.” 

The first experiment of its kind in the entire 
country, in 1955 we opened a street-floor budget 
shoe department in a large New York State depart- 
ment store. The department was labelled ‘Cotillion 
Corner’ and carned the complete Cotillion assort- 
ment and that was all. These are the figures: our 


¢ 


first full year produced sales of $225,000. The vear 
just ended produced the fantastic figure of $262,000 
on one line of shoes — Cotillion. Gentlemen, this 
is $275 per square foot the NRMA average 
figure today is about $100 per square foot. I am 
very pleased to report to you today that our sex 

ond department in a Connecticut department store, 


opened only six months ago, is experiencing a 


similar success pattern.” 


will be 
pee ch 


FOOTWEAR 
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101...102...103...104... 
ARMATAN’S THE LONGEST WEARING LEATHER EVER 


These soles are of Armatan, the longest wearing sole leather you can buy. 

Only the toughest hides are selected to make Armatan. They go through 
pecial Armour processing that toughens them even more. Then they are 
impregnated with resin; left waterproof and pliable, ready to wear twice as 
long as ordinary soles 

In recent tests conducted by United States Testing Company, Armatan 
soles were subjected to 14,187 grueling revolutions of the abrasion machine 
before losing one millimeter of thickness No ordinary sole leather tested 
stood up to more than 7,327 revolutions before showing equal wear 

No wonder Armatan is the choice of so many children’s shoe manufac 

It's the toughest, longest wearing leather ever. 
That's why Reider Shoe Manufacturing Company, Inc., uses Armatan in 


the shoes they sell to Lord & Taylor, Best & Co., Saks Sth Avenue, and other e.ders Loafers with ARMATAN soles 


fine stores are tough to beat 


Armour has tannages, treatments, shapes, and prices to meet every shoe manufacturing need. Have your designer or purchasing 
agent call Armour today. "U.S. Testing Co. Report M-59-213  tU.S. Testing Co. Report M-59-114 


z RMOUR LEATHER COMPANY 


Sole Leather Division Williamsport, Pa. 
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In This Issue... . 
Boots Spell Extra Sales for Falland Winter.... 36 


It looks like a good year for boots, with more style variety 
and growing consumer interest. 


What's Ahead in Retail Architecture ........ 40 


What will the shoe store of the future be like—self service, 
glamorous specialty shop, family store? A well-known architect 
gives his ideas. 


Catch the Shopper's Eye and Make a Sale.... 44 


A variety of display ideas for stirring consumer interest and 
increasing traffic. 


Spring Leathers, Colors Are Fresh and Varied 50 


A convenient listing of what the tanners are offering for spring 
and summer. 


We Can Get a Bigger Share ................ 52 


A report on the NSMA’s seventh annual merchandising clinic. 
The clinic produced many stimulating ideas for getting the 
industry a bigger share of the consumer’s dollar. 


Do's and Don'ts on Ad Allowances .......... 54 


At the merchandising clinic. the FTC’s general counsel an- 
swered some questions about the Commission’s new rules on 
promotion allowances. 


Departments... 


About Shoe People 

Baker Reporting from Washington 27 Retail Merchandising 
Dates to Remember Retail Openings 
Editorial Retail Trade Report 
Headlines Salesmen and Suppliers 
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Coming August 1... 
Self Service in the Shoe Industry 


What retailers think about the future of the self service 


shoe store. 
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STETSON 
HEADLINES 


TAYLOR 


igs Jule 


in style-related shoes for men 


Jungle Jute by Taylor imparts 
lightweight and lush comfort to this 
cool, high-stepping, fast-moving 
PALMETTO slip-on by Stetson. 


NATIONALLY ADVERTISED IN: 





THOMAS TAYLOR & SONS 


® 
TAYLORED -TO-FIT HUDSON, MASSACHUSETTS 





COPR. 1960 THOMAS TAYLOR & SONS 
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EOLITE SAYS: 


soon FiEany The ‘Lite”™ way Is the night way 


SEeELS MADE ONLY BY GOODYEAR 


ers © Made of an amazing new material . . . extremely light in weight . . . durable, too. 
“heel designed dodye © Prefinished, need no trimming . . . perfectly sized and fit like a dream. 
to simplify your HiaeamAelae © Stsled with tengred ales: set aed 


ing problems and increase : : 


© Available in misses’ through women’s sizes, patent as well as calf finish. 


Planning a new line of flats and casuals? Use the ‘‘Lite’”’ way, the 
right way to save production costs and at the same time give 
your brands a competitive edge in consumer appeal. Get full in- 
formation from your Goodyear Representative, or, if you prefer, 
write to: Goodyear, Shoe Products Division, Akron 16, Ohio. 
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to give flats and casuals extra sales appeal! 


ES oo ee ae Ne a Pa ae sr ae star ES © Ts, eta ae, aes 


Me 


ok 
WINGLITE SOLES wane ony sy coopyear 


Now—a famous Goodyear sol- © Easy to handle in manufacturing . . . excellent adhesive qualities for cementing. 
ing that offers outstanding new © Unitorm high quality, light in weight. 


Manufacturing SAVENtRges a. siahly stabhe tnd cinsislent: Moleture-prect. 
and superior consumer appeal 


for flats and casuals. © New superior wearing quality, as proved by actual Wear Tests. 


rr 


ae 
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THE QUALITY 





pale and gentle brown.... 


October through Spring Selling 


@ 


LEATHER co. GIRARD, OHIO 
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Follow Suit.... 


cd 
is 
' 


\) ' 


Hat bt 
Wa 


FP SRO By 


‘We had to call the game at the half-way mark (in 
the last issue of the Recorper) due to insufficient 
space. Here's the Club and Diamond trick: SE 


Continuing the discussion of the Four Aces, John H. Profits 


Wolfe pointed out that after the salesman has 


started with a spade and hit his prospect in the With e 
heart, it then becomes necessary to prove to the l FISTO 


prospect that this product or service will do every- 
thing it claims... and do it better than anything 
else. Everyone wants quality. Everyone wants to 
save money. But or wants anything “cheap.” PUDDLE JUMPERS 
“Selling Ace +3—Deal in diamonds. This man 
knows he has to convince the prospect that his 
product is the best. How? One sure-fire way is the line thet’s built up to a standard. You'll 
through the contagion of enthusiasm. If he is en- . Sige : 

“te : : r ali find extra details of crafting that say 
thusiastic enough, this enthusiasm will be conveyed = intel ; : : 
to the prospect. It all depends upon the salesman’s quality” immediately! Shape holding, yet 
attitude. glove soft, leathers unsurpassed in even 

higher priced makes. Scotchgarded, too! 


“Selling Ace #4—Cushion ‘em with a club—to > : 
clinch the close. High pressure is not the sure way Priced to give you a more generous mark- 


to close a sale. You don't need to beat the prospect up at $Q95, $995 and $1095 
over the head with a club. Maybe just a gentle 
nudge will do. 

“The selling ace knows that a salesman is a man White-Grey-Whippet-Red-Black olive 


(And now sizes up to 13) 


who closes sales. 

“Too many men might start with a spade; hit “em 
in the heart; deal in diamonds and then walk out 
without an order. He's got to learn to close sales 
naturally. He doesn’t make a big production out bs 

of it. The easiest and most ellective way to close Eye Spy” Counter | 
a sale... and the one that is most often neglected 


. .. is to simply ask for the order. Display for your 
“The foregoing points are the Four Selling Aces. . 
. F aaa oe colorful line 


But .. . there is a joker in the deal; and that is 
that the salesman or sales manager has to put these 

techniques into practice. They're good techniques. of Puddle 
They're valid. But they won't work by themselves. 


You have to put them to work. Jumpers 


rd Be. \anbaace, 


Publisher VAISEY-BRISTOL SHOE CO. « Monett, Mo. 
Boot ano Snoe Recorper 
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ELIMINATE THOSE 
TIGHT-MONEY 
HEADACHES 


When loanable funds are scarce, don't sidetrack 
vital growth. Factoring through Iselin-Jefferson 
Financial will provide the necessary cash when 
you need it, without the tight-money headaches. 


ISELIN-JEFFERSON FINANCIAL 


COMPANY, INC. 


111 WEST 40th STREET, NEW YORK 18, N. Y. 


Boot and Shoe Recorder 





AMERICA’S 
LEADING 
MANUFACTURERS* 


USE 
C YCOLAC. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND RIGID 


Shoe industry leaders have too much 
at stake to risk using a material they 
can’t trust. These leaders—and many 
others in the industry —are now using 
Cyco.ac for the tall and thin women’s 
shoe heels that fashion hag decreed. 

CyrcoLtac—the ABS plastic from 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CycoLac 
write today for information on this 
superior shoe heel material—the plas- 
tic that is setting new standards for 
women’s shoe heels. 








*Names On Request 


MARBON CHEMICAL oivision BORG-WARNER 


WASHINGTON WEST VIRGINIA 
co 


July 15, 1960 





rOnuCe- LEATHERS.... 
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Tannage U7 never — no never — 
requires flexing treatment. 
It's a lighter... more supple 
sole leather with a smooth 
uniform color. It's a genuine — 
your customers will appreciate 
it— leather sole for 
lighter, softer shoes. 


Tannage 77 by Lawrence. 





Look into it... flex it... 
feel it — you'll agree 
Lawrence has a bent for 

sole leather. 

In Calfskin, Side Leather, Sole 
Leather, Sheepskin or Shearling 
Lawrence's creative approach 
toward leather andits world-wide 

resources bring you quality 
products and expert personal 
service both with that compass for 
the galaxy — imagination. 
A. C. Lawrence Leather Co., a 
Division of Swift & Company 


(Inc.), Peabody, Massachusetts. 


bocce ante WORLD OF IMAGINATION 
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CUT 
INSEAMING 





@ Substantial Welt 
Savings 


e Higher Production 


e@ Smoother and easier 
to operate 


| 
I. addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 


Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 


14 Boot and Shoe Recorder 





~ LEATHER 

~ SHOES 

ARE 

-PRESOLD 8 
FORYOU... ‘ye 


in a dramatic LIA full-color spread in August 15 VOGUE, 
spearheading the industry’s promotion of the Pointed 
Toe! Your customers will be sold on this fashion —and on 
Deanne 
the shoes you stock —even before they enter your store! 





Tie-in now with this nation-wide, industry-wide 
promotion which is being supported editorially 
by VOGUE. 


LIA provides you with point-of-sale merchandising 
support, FREE! LIA widens your consumer demand by 
backing this Leather shoe promotion with a 

powerful publicity program in your local newspapers, 
television and radio. 

Leather is fashion... Leather is quality... Leather 

is value. Leather Shoes make the difference... 
LEATHER MAKES THE POINT! 


appearing in 
August 15, Voque 


as full-color spre ad 


Write to: Leather Industries of America e 411 Fifth Avenue, New York 16, N. Y. 





“*GOVERNETTES" 
Austin Peay State College 
Clarksville, Tennessee 


U can get this 
boot business! 


You can offer the best quality and value on the 
market, by far... 


ACME PARADE MAJORETTES! 


Immediate delivery on a full range of sizes . . . in 
all white, with tassels in any school color or com- 
bination. 





Here's plus business that you can get! Drill Team and 
band memberships are increasing at a tremendous rate 
all over the country! Band leaders and school officials 
in your area are ordering now for the fall term... 
don’t let them “march past your door” .. . see them 
now! 





SSSHSSSSSSSHSSSSESESSESESECECECCESCEEESE 


ACME BOOT COMPANY, Inc. 


Clarksville, Tennessee 











In soft White Elk only, with tassels in any school color or combination 


No. 7611 No. 6611 No. 6611 


for growing girls. Attractive for children and misses. Sizes for little ladies —no taller than 
White Button for easy tassel at 8% through 12, *“‘D’ width only a baton. Sizes 4 through 8, “D” 
tachment. Sizes 5 through 10, Sizes 12% through 3, “B" and width only 
A” width. Sides 3% through 10. “D” widths 
COST TO YOU— $3.00 


© ge ou- $4.75 costtorou- $3.55 
WORLD’S LARGEST BOOTMAKERS 
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Headlines 





Public Hearings Begin: 
Proposed Tariff Cuts 
Spur Industry Protests 


WASHINGTON, D. C.—Govern- 
ment plans to cut tariffs are draw- 
ing a loud “no” from shoe manu- 
facturers and shoe unions. 

Both preparing to tell the 
U. 8. Tariff Commission that exist- 
ing rates of import duties are low 
enough. The State Department's 
plans to cut rates still further 
should be the manage- 
ment and union spokesmen insist. 

The commission opened public 
hearings July 11 on the State De- 
partment’s proposal to cut tariffs on 
a long list of imported goods, in- 
cluding many types of footwear. 

tepresentatives of the footwear 
industry are expected to be heard 
on August 2. 


are 


cancelled, 


Reciprocal Arrangement.— The 
department says it will ask foreign 
governments to reciprocate by lower- 
ing their tariffs on U. S. goods. But 
UL. S. manufacturers are pointing 
that labor costs abroad 
work against the interests of U. S. 
manufacturers. 

In a statement filed with the tar- 
iff Commission in advance of its 
scheduled appearance, the AFL-CIO 
and Shoe Workers’ Union 
imports of men’s and boys’ 

alone from $908,000 
value in 1955 to $8,692,000 value in 
1959—a _ nine-fold 


out lower 


foot 
said 
shoes rose 


increase. 


Protection Needed— The AFL- 
CIO United Shoe Workers, in a 
similar statement filed by President 
George Fecteau, said, “The time has 
now come” to provide protection for 
American shoe workers, by higher 
tariffs or by quotas on imports. 

Among those planning to testify 
at the hearings this month and next 
are officials of the National Shoe 
Manufacturers Association; Max- 
well Field, executive vice-president 
of the New England Shoe and 
Leather Association; Irving Glass, 
executive vice-president of the Tan- 
ners’ Council; Mr. Fecteau and 
O. R. Strackbein, an independent 
tariff expert who will speak for the 
BSWU. 
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Du Pont Project ‘on Schedule’ 


... and Manufacturers Are Enthusiastic 


Shoe producers who are helping 
Du Pont put its new upper mate- 
rial through tests are impressed 
with its potential. The develop- 
ment program is continuing with 
no serious hitches. 


DEVELOPMENT of the Du Pont 
Company’s new and much awaited 
shoe upper material is progressing 
precisely on schedule—and without 
any serious technical hitches — it 
learned this week by Boot 
AND SHOE RECORDER. 


was 


Du Pont’s multi-million-dollar re- 
search program is meeting its time- 
table, although no date for commer- 
cial introduction of the product has 
yet been announced. 


Shoe Producers Assist It is 
known that a number of leading 
shoe manufacturers in the men’s, 
women’s and children’s fields have 
been working cooperatively with Du 
Pont, putting the product through 
a wide variety of tests. These man- 
ufacturers are reported to be highly 
enthusiastic about the material. In 
fact one women’s shoe producer who 
makes a high-style line told the 
RECORDER, “The material adapts 
ideally to the most intricate style 
requirements and results in a beau- 
tiful quality-look shoe.” 

This manufacturer said the Du 
Pont material is of remarkably 
light weight and can be made in 
“controllable” weights or thicknesses 
to adapt to any type of shoe, and 
for both lined and unlined shoes. 


Good for Men’s, Boys’—A men’s 
shoe producer who also is working 
with the Du Pont program declared 
that “the outstanding properties of 
the Du Pont material, plus its vis- 
ual appearance, make it a natural 
for the men’s and boys’ field. It 
lends a rich top-quality look that 
instantly upgrades the shoe in per- 
formance and appearance.” 

A number of tanners who have 
examined the Du Pont material are 


reported deeply impressed. One 
has termed it “the first major and 
genuine breakthrough of a new ma- 
terial in the shoe upper field. Up 
to now shoe upper materials have 
been regarded largely as_ substi- 
tutes. The Du Pont material has 
projected far above that status and 
stands in a class of its own.” 


Not a “Synthetic’— The RE- 
CORDER also learned this week that 
the Du Pont upper material will not 
come to the market as a “substi- 
tute” or a “synthetic.” It will be 
marketed on the basis of many 
unique and dramatic merits, includ- 
ing high breathability. A qualified 
source close to the Du Pont project 
says the material “will open new 
dimensions in footwear—in styling, 
in shoe performance, in wear, fit, 
comfort, uniformity, shoemaking 
detail, quality and value.” 

“The material,” this same source 
adds, “makes no attempt at simula- 
tion. It is a totally new concept in 
upper materials and will be 
marketed as such.” 


shoe 


“On Schedule”—-Aside from the 
normal, day-to-day problems of 
technological development, Du 
Pont’s highly significant project is 
known to be functioning right on 
schedule. On the basis of rigid 
laboratory testing, plus the present 
meticulous course of field-testing 
within the shoe industry, the prod- 
uct is said to be fulfilling every 
high expectation of performance 
and reception. 


Chicago Chain Elects Head 
CHICAGO—William H. Harrison, 
Jr., has been elected president and a 
director of O’Connor & Goldberg, 
well-known Chicago area chain. He 
succeeds the late John O’Connor, Jr. 
Mr. Harrison for several years has 
headed his own management con- 
sultant firm. He is on the faculties 
of the University of Chicago and 
Illinois Institute of Technology. 





Headlines 





Major St. Louis Promotion Set 


The St. Louis Shoe Manufactur- 
ers are undertaking an expanded 
promotional program for St. 
Louis brands and the annual 
Shoe Market of America. Walter 
Johnson is the group's new head. 


ST. LOUIS—A new program to 
promote St. Louis branded shoes and 
a newly elected slate of officers have 
been announced by the St. Louis 
Shoe Manufacturers Association. 

Walter J. Johnson, sales manager 
of Brown Shoe Company’s men’s 
division, was named president of the 
association. He succeeds McLeod 
Stephens, president of Johnson- 
Stephens & Shinkle Shoe Company. 
Mr. Stephens becomes chairman of 
the association’s board of directors. 


Big Publicity Effort—As incom- 
ing president, Mr. Johnson outlined 
a broad year-round program to pro- 
mote St. Louis branded shoes and 
St. Louis as the Shoe Market of 
America. The St. Louis Shoe Manu- 
facturers will make extensive use of 
newspaper, magazine and television 
throughout the coming year to pro- 
mote its shoes, Mr. Johnson said. 
He termed the united effort an 
educational program which will 
serve the interests of the manu- 
facturer, the retailer and the con- 
sumer. 

The Shoe Market of America 
promotion wiil continue the theme 
established at the St. Louis fall 
showing last May. Publicity efforts 
will feature a traveling television 
show, extensive use of both color 
and black-and-white publicity re- 
leases, St. Louis buying and fashion 
conferences, and widespread pro- 
motion of the 1961 St. Louis fall 
shoe showing. 


“Branded Shoe Capital’ — The 
Shoe Fashion Board of St. Louis 
will play an extensive role in the 
new program. All St. Louis manu- 
facturers will participate in the 12- 
month Shoe Market of America 
promotion. 

In outlining the scope of the plans, 
Mr. Johnson said St. Louis “is 
recognized as the branded shoe 


capital of the world. The city is also 
one of the great buying centers for 
all types of shoes. 

“The leadership which St. Louis 
shoe manufacturers have displayed 
will be used to further establish the 
image of St. Louis the Shoe 
Market of America.” 


as 


Other Officers — In addition to 
Walter Johnson, other officers elected 


WALTER J. JOHNSON 
. . »« Heads Manufacturers 


by the association include Joseph J. 
Goldstein, vice-president of Kalmon 
Shoe Manufacturing Company, 
first vice-president; Phil H. Miller, 
general manager, women’s specialty 
division, International Shoe Com- 
pany, second vice-president, and 
Harry Bennigson, executive vice- 
president of Hamilton Shoe Com- 
pany, treasurer. Arthur H. Gale con- 
tinues as executive secretary. 

Paul E. Johansen, president of 
Johansen Brothers Shoe Company, 
retired from the association's board 
of directors. The board is now made 
up of Norfleet H. Rand, vice-presi- 
dent, International Shoe Company; 
Lester V. Tober, vice-president, 
Tober-Saifer Shoe Manufacturing 
Company, and Robert T. Stolz, ad- 
vertising director, Brown Shoe 
Company. Out-of-town board mem- 
bers are Wills T. Engle, president of 
Moran Shoe Company, Carlyle, IIl., 
and Charles N. Arend, vice-president 
and sales manager of Juvenile Shoe 
Corporation of America, Aurora, Mo. 


as 


St. Louis Group Joins 


National Shoe Institute 

NEW YORK The St. 
Shoe Manufacturers Association 
has voted to become an active 
member of the National Shoe In- 
stitute, promotional arm of the in- 
dustry. 

Harold Gessner, 
NSI’s board of trustees, said the 
board has formally admitted the 
St. Louis organization. Arthur H. 
Gale, executive secretary of the St. 
Louis Shoe Manufacturers, will 
represent his association on the 
NSI board. 

The St. Louis group joins a ros- 
ter of NSI members that already 
includes the National Shoe Fair, 
the Popular Price Shoe Show, the 
National Association of Shoe Chain 
Stores, the National Shoe Retailers 
Association, the National Shoe 
Manufacturers Association and the 
New England Shoe and Leather As- 
sociation. 


Louis 


chairman of 


Boston Conference Slated 


On Plastics in Footwear 

BOSTON—The increasing use of 
vinyls and plastics in the shoe indus- 
try will be the subject of a two-day 
regional technical conference 
during September. 

The Eastern New England section 
of the Society of Plastics Engineers, 
Inc., will conduct the conference 
with the cooperation of the New En- 
gland Shoe and Leather Association, 
September 8-9 at the Statler-Hilton 
Hotel. 

The conference theme, “New Hori- 
zons in Vinyls and Plastics in the 
Shoe Industry,” will be carried out 
in the reading of 14 technical papers 
in four sessions. These papers will 
cover vinyl applications in footwear 
and advanced vinyl technology as well 
as progressive methods of shoe con- 
struction. 

The conference follows a similar 
one in St. Louis last November, 
which was described by the engineer- 
ing group as “extremely successful.” 

Advance registration is being han- 
dled by Dominick V. Rosato of Ray- 
theon Company, P. O. Box 25, May- 
nard, Mass. 


here 


Boot and Shoe Recorder 





Headlines ee LATE NEWS 





Genesco to Acquire Kingsboro Mills, 


A Leading Manufacturer of Lingerie 

NASHVILLE, TENN.—Genesco, Inc., continues 
to diversify its operations. The company has agreed 
to acquire Kingsboro Mills, Inc., Chattanooga, Tenn., 
described as one of the country’s three leading man- 
ufacturers of women’s lingerie. A joint announce- 
ment by Ben H. Willingham, Genesco’s president, 
and Paul H. Quick, president of Kingsboro, said the 
transaction will be based on an exchange of stock. 

Under the trade name “Rogers,” Kingsboro pro- 
duces slips, gowns and sleepwear at plants in Mc- 
Minnville, Lafayette and Daisy, Tenn. 


Tanners’ Council Board Favors Shoe 
Labeling but Prefers the Voluntary Kind 


NEW YORK—Directors of the Tanners’ Council 
of America have endorsed the idea of shoe labeling 
but avoided giving approval to any specific legisla- 
tion, such as the much-discussed Porter bill. The 
board adopted a resolution stating that it “approves 
the feasible and economic labeling or identification 
of consumer products made from leather or mate- 
rials simulating leather and including the basic or 
major components of shoes.” 

From the tanner’s viewpoint, the consumer should 
have the chance to distinguish between leather and 
materials that look like leather. The tanners stress 
“truthful representation” of materials but they ex- 
press a preference for voluntary labeling within 
the industry rather than labeling imposed by law. 

The board served notice that it recognized the 
problems involved in mandatory labeling of con- 
sumer products. [t opposed any measure which would 
add seriously to production costs. 

Back in February 1959 the TCA directors took a 
stand opposing the Porter bill. 


Independent Shoemen Names Chairman 


For Its Study of Cooperative Buying 


BOSTON—Lincoln W. Wolfson of B G S Shoe 
Corporation, Manchester, N. H., manufacturer, will 
head Independent Shoemen’s committee to study the 
possibilities of a cooperative buying program for 
members [ RECORDER, July 1]. 

The committee will explore similar plans in use 
in other industries and present its recommendations 
for the shoe industry. Explained Mr. Wolfson, “We 
know there are definite advantages to be gained by 
the small businessman through such a plan, but the 
question is whether the cooperative concept can be 
applied effectively to the shoe industry.” 

The “individuality” of the average independent 
shoe manufacturer or retailer would make adoption 
of a cooperative plan a “long-range educational proj- 
ect,” Mr. Wolfson said. He pointed out, too, that the 
element of fashion would make the program more 
complex than in many other industries. 
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NSMA Estimates First-Half Output 
At 311 Million Pairs, Down 4.6 Pct. 


TOTAL U. S. shoe production in the first half of 
1960 is believed to have dropped 4.6 per cent below 
the level of 1959’s first six months. That’s the esti- 
mate of the National Shoe Manufacturers Associa- 
tion, based on factory schedules. NSMA placed the 
1960 figure at 311 million pairs compared with 326 
million in 1959. 

For the first five months, Census Bureau estimates 
indicated that production was down 3.7 per cent. 
Total output reached 262.4 million pairs compared 
with 272.5 million in the first five months of 1959. 

For May alone, production stood at 48.6 million 
pairs, the government reported. The figure was down 
5.4 per cent from the 51.4 million pairs of May, 1959. 

Output of men’s dress and play shoes stood at 6.9 
million pairs compared with 7.3 million in May, ’59. 
Women’s dress and work shoe production was 14.7 
million pairs, up from 14.4 million. In every other 
footwear category listed by the Census Bureau, out- 
put was down. 


New Manufacturing Firm Proposed 
For Derry, N. H., Victim of May Fire 

DERRY, N. H.—A new plan has been made public 
for the revitalization of Derry’s shoe manufacturing 
industry, which was dealt a severe blow May 6 
when the Chelmsford Shoe Company plant and sev- 
eral nearby buildings were destroyed in a $1 mil- 
lion fire. 

Two former Chelmsford employees, Dominic Aco- 
race of Manchester, N. H., and Jack Fisher of New- 
ton Falls, Mass., said they were prepared to begin 
manufacturing operations with about 250 workers. 

The Klev-Bro Shoe Manufacturing Company, Inc., 
offered to deed over its former factory, now vacant, 
to the town of Derry, which in turn would permit 
the new shoe firm to locate there. 

Several Derry businessmen have organized a 
group tentatively named the Derry Development 
Company, with intentions to raise some $20,000 to 
refurbish the plant. Under this plan, operations 
could begin about September 1. 


Tenn. Genesco Plant Rejects Union; 
Another Favors It but Vote Is Disputed 


NASHVILLE, TENN.—The AFL-CIO Boot and 
Shoe Workers’ Union lost one election and emerged 
a disputed victor in another at Genesco, Inc., plants 
in Central Tennessee. 

At Lewisburg, shoe manufacturing employees 
voted 202 to 156 against affiliation with the BSWU. 

At Tullahoma, Tenn., results of the balloting 
showed 246 favoring union representation, 238 
against. But both sides contested the eligibility of 
27 voters, and the NLRB must examine the chal- 
lenged ballots to determine which side wins. 
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Now It's Up to Supreme Court: 


Brown-Kinney to 


WASHINGTON, D. C.—The U. 8S. 
Supreme Court, which has agreed 
to review the Brown-Kinney anti- 
trust will hear oral argu- 
ments from each side at the term 
opening in October. 

As the case stands Brown 
Shoe Company of St. Louis faces a 
federal district court decision 
holding that Brown’s purchase of 
the G. R. Kinney Company of New 
York is a violation of the anti-mo- 
nopoly provisions of the Clayton 
Act. The government says Brown 
should be forced to sell its Kinney 
operations. 


case, 


now, 


Than Routine — The Su- 
preme Court’s announcement that 
it would review the means 
that the high court finds the case 
of more than routine interest. The 
Brown-Kinney being 
followed 


More 


Case 


case is also 
by lawyers 
cializing in antitrust practice. 


the Act, a 


closely spe- 


Under Clayton firm 


Get Fall Hearing 


cannot buy out a competitor if such 
a purchase would tend to lessen 
competition. In the Brown-Kinney 
case, the Justice Department 
charges that there is less competi- 
tion in shoe retailing as a result 
of the purchase, and this conten- 
tion was upheld by the district court 
in St. Louis. 


Brown Disagrees—Brown stoutly 
denies that lessened competition is 
the case, pointing out that shoe re- 
tailing is a highly competitive 
trade, and that Kinney stores face 
as much or more competition un- 
der Brown ownership than they 
did prior to their acquisition by 
Brown. 

A win for Brown-Kinney would 
kill off some of the existing fear 
and doubts regarding contem- 
plated mergers. On the other hand, 
a decision in favor of the Justice 
Department would put the damper 
on planned mergers, big and small, 
for a long time to come. 





Sen. Humphrey Endorses Shoe Labeling 


WASHINGTON, D. C.—An 
eleventh-hour plug for a shoe label- 
ing law comes in the final days of 

is year’s session of Congress from 
Senator Hubert H. Humphrey 

Dem., Minn. 

Senator Humphrey previously had 
been silent on this subject. He dis- 
closed his leaning in favor of label- 
ing at a Senate hearing in late June 
on proposals to set up a “U. S. De- 
partment of Consumers.” 

Such a department, under pro- 
advanced by Senator Estes 
Kefauver (Dem., Tenn.) and others, 
would have broad powers to police 
retail practices, to demand mini- 
mum standards of quality, and to 
advocate maximum retail prices. 

Senator Humphrey told a hearing 
on the Kefauver bill that inferior 
shoes are “often” sold under “top” 
names. Mr. Humphrey was critical 
if the use of paper, cardboard, and 
plastic materials in shoes. He ex- 
pressed concern over “the women in 
my family” buying expensive shoes 


] 
posals 
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made in part of paper. He recalled 
stuffing paper in holes in his shoes 
“when I kid” and 
“never thought they’d make a busi 
ness out of it.” 


Was a said he 


Chairman Earl Kintner of the 
Federal Trade Commission told Sen- 
ator Humphrey his agency was look 
ing into shoe marketing practices, 
and expected to complete a report 
on the subject Mr. Kintner 
declined to just what his 
investigation thus far pro- 
duced. 


soon. 
disclose 


had 


National Sets Stock Dividend 
NEW YORK—Directors of Na- 
tional Shoes, Inc., a major eastern 
retail chain, declared a 6 per cent 
common stock dividend payable 
July 29 to shareholders of record 
July 7. Mac M. Siegel, secretary- 
treasurer, said cash earnings have 
been retained by the company to 
further the large-scale expansion 
program to which it is committed. 


Campion Appointed to 


Goodrich Sales Post 


WATERTOWN, MASS. 
M. Campion, Sr., has been appointed 


Charles 


general manager, sales, of the B. F. 


Goodrich Footwear and Flooring 
Company. 
Since 1944 he has been manager 


of the company’s Hood Branch foot- 


CHARLES M. CAMPION, SR. 


headquarters 
that he 
man- 


wear sales with his 
in Watertown. ‘ior to 
served for 18 years as district 
ager of the Hood Rubber Company's 
Philadelphia branch 


district manager of the Pittsburgh 


and also as 


branch. 
Mr. 
versity 


the Uni 
of Pennsylvania and Staley 


He is a 


former director of the 


Campion attended 


College member and a 
foston Sales 
Executives Club and for many years 
been active in veterans’, 


has civi 


and charitable organizations 


Boston Advance Market 
Assigning Display Space 

BOSTON — Hotel display rooms 
already are being assigned to man- 
ufacturers who applied for 
space at the Advance Spring Shoe 
Market Week in 

The show, sponsored by the New 
England Shoe and Leather Associa- 
tion, will be held at the Statler Hil- 
ton and the Sheraton Plaza from 
Monday, October 3, through Thurs- 
day, October 6. 

This non-profit trade event is de- 
signed as a service to NESLA 
members and other shoe firms who 
require an early showing of samples 
to volume accounts in the South 
and West. 


have 


Boston. 
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rosette 


theresa 


young and gay 
in every way 


Soft and low, these luscious 
new flats by Viner! Sweet 


notes for the lady of. fashion 


... to sweeten your sales, 
PLAYS THE develop your volume. We 


show just three of many new 


patterns — write today for 


MUTED TONES complete In-Stock catalog. 
IN-STOCK 

FOR FALL Retail $6.95-$9.95 
VINER BROS., INC. 
BANGOR, MAINE 
Shoe Craftsmen Since 1905 








WITHOUT 


withstands this 
960 Cincinnoti 
Conference. 


PAULE’S NEW EMULSION FINISH 


for men’s and children's shoes 


. good as new after 47,991 flexes .. . because it blends and merges 
with the tanner’s finish to form one homogenous, water-repellent, flexible, 


soft-feeling and handsome protective finish... Write for Free Samples. 


2 aule CHEMICAL CORP. Charlestown 29, Mass., U.S. A. 





*K If you are not satisfied with the finish on your shoes . . . ask your manufacturer about Paule Finishes. 





Brand New! Advertised for the First Time in the 
November PARENTS’ Magazine. 


PARENTS 


BBER SOLE i 
‘ VULCANIZED TO THE CORDUROY UP 


“welded” construction 
and tumble 


‘ 
ashable: 


Unique ; 
ystands rugged rough i o 
3 g. Cute zipper. " : 
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le 
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0., DANSVILLE, N. Y. 


One 


shoe depart 
or write: 


BLUM SHOE MANUFACTU 


These Feature Packed VULCA-BONDS 
Outsell Anything You Can Offer Children 


oe eae 
eon? oe eS 


RING C 


Here’s a slipper you can demonstrate. Roll it up in a ball. 
Watch it snap back into shape. Vulca-Bonds’ tough, resilient 
rubber soles are vulcanized to corduroy uppers—a feature 
mothers sure appreciate. Variety of styles. Up-to-the-minute 
Two more popular styles in fabric designs. Why not investigate Blum’s new line. Get them 
Vulca-Bonds priced at $2.98 in the window before the national advertising gets underway. 


Send for catalog showing Blum’s 
latest styles of men’s and women’s 
leisure time footwear. 


¥ - : 
BLUM SHOE MANUFACTURING CO., INC., DANSVILLE, N.Y. 
OUR 105th YEAR 
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all wrapped up! 


He spends a lot of time in 

the pages of the Recorder... 

alert and attentive to anything that 

can make a good business better... 
including what you have to sell. In the 
shoe field, the Recorder holds the record 
for reading time per copy. 

Unique, authoritative, influential... 

the one that tells ’em 

is the one that sells ’em. 
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“Our Fall hunting windows— 
featuring Syl-mer treated boots— 


Formerly Sylflex 


stopped traffic daily.” 


0 Leather. treated 


@ Gow Corning Siticene 
@ Keeps water out 


ard ef: Breethes 


@ Mares smoot more 
comtertaeie to weer 











Dow Corning Cort 


says R. H. Bonne, Bonne’s Shoes, St. Paul, Minnesota 


Mr. Bonne has more to say! “I believe the Syl-mer 
treated boot (International M91) is the finest boot we’ve 
ever had the pleasure to sell. And sell we certainly did 

. far more than we expected in the first two days of 
our Fall promotion.” 

Enthusiastic comments such as this are coming to us 
in every mail. Consumers need wait no longer for water- 
proof leather shoes because Syl-mer* treated leather 
and sealed seams assure absolutely watertight construc- 


26 


tion without sacrificing flexible, durable comfort, even 
after wetting. 

These profitable benefits are the result of Syl-mer, 
the Dow Corning silicone that performs so successfully 
in dozens of critical areas, particularly in waterproofing 
leather boots and making them the volume seller you 
can recommend to your customers with enthusiasm. 

For details, write: 
DOW CORNING CORPORATION, MIDLAND, MICHIGAN 
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® Another Congressman expresses alarm in House at rapid 
rise of shoe imports. Demands some conerete action. 


® U. S. families have more money to spend in 
spite of inflation, Census Bureau says. Gain 
is 80 per cent over 1947. 


® Regional price cutting violates Robinson-Pat- 
man law, according to Supreme Court ruling. 
Price shaving in selected areas is illegal. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Grumbling in Congress against imports grows. Another House mem- 
ber from a shoe-manufacturing district—Rep. George E. Shipley, an Olney, 
Ill., Democrat—took the floor recently to demand “concrete action” against 
the import problem. He didn’t spell out what kind of “concrete action” 
he had in mind, however. 

Mr. Shipley expressed alarm over the rapid rise in shoe imports in 
recent months. “In 1949, we exported six-tenths of a pair of footwear for 
each pair imported, while in 1959 we imported over 21 pairs for each pair 
exported,” he stated. “Truly, this is a phenomenal increase.” 

A petition from some employees of the Moran Shoe Co., of Carlyle, 
Ill., was called to the attention of House members by Mr. Shipley. The 
petition states that Moran and the U. S. shoe industry generally are “im- 
periled by reason of unrestrained competition.” 

“We protest against the importation of foreign-made shoes to be resold 
in the U. S. in competition with domestic-made shoes,” the petition reads 
in part. 

Although the Congress listened politely this year to reports of damage 
caused by imports, no corrective action was taken. Next year, Congress may 
fee] compelled to write some form of remedial action into law, for all 
official and unofficial predictions indicate that the import problem is going 
to become more of a headache before relief can be expected. 


U. S. families are better off financially than ever before, even after 
allowing for the dilution of their income by inflation in recent years. A 
new Census Bureau report shows that average family cash income rose 
from $3,000 in 1947 to $5,400 in 1959—a gain of about 80 per cent. 

Inflation canceled a good part of this increase in income, but there was 
actually a “substantial rise in real purchasing power,” the government 
states. In terms of constant (1959) dollars, average income rose from 
about $4,000 in 1947 to $5,400 in 1959—a rise of about $120 each year. 

Men’s incomes rose by $250 to $4,000 from 1958 to 1959, the Census 
Bureau found. Women’s incomes remained constant at an average $1,200 
a year. 


The Supreme Court has upheld the government’s right to forbid regional 
price cutting. 

The high court ruled on June 20 that sellers may not legally trim 
their prices in selected areas. To do so is to violate the Robinson-Patman 
law, which prohibits charging different prices to similar customers. 

However, the court agreed to let an appeals court decide whether or not 
the seller in this case (Anheuser-Busch) cut its prices in good faith to 
meet competition. 

Specifically, the court says Anheuser-Busch acted illegally when it cut 
its beer prices in the St. Louis area and did not cut them in other areas. 





The government is finding record-high interest among manufacturers 
over its plans for cutting tariffs. 
The U. S. Tariff Commission, which is holding public hearings in July 
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@ Plans for tariff cuts stir record interest among 
manufacturers, who want a chance to testify 

R t f on the effects of imports. 
oe rome @ Capital spending and retail sales figures in- 
dicate a strong second half fer 1960. Good 


WASHINGTON i tusiness tut not a boom. 





and August on the State Department's plans to trim rates of duty still 
further, says it has received an “enormous” number of requests from busi- 
nessmen for time to testify personally here concerning the effects of imports 
on their business. 

The shoe industry is among those protesting the plans to trim rates on 
imports. The National Shoe Manufacturers Association is expected to 
present expert testimony at the Tariff Commission hearings concerning the 
effect of imports on the shoe business here. 

As of early July, nearly 350 firms or associations, representing vir 
tually every segment of U. S. business and industry, had notified the Tariff 
Commission of their wish to testify concerning the impor* problem 

Hearings, which opened on July 11, are expected to extend over at least 
six weeks. Tariff Commission officials said early this month the hearings 
might extend well into September. 

After the hearings end, the Commission will review the testimony and 
will then write a private report to President Eisenhower. This report will 
name the so-called peril-points, below which U. S. tariffs should not be 
reduced. State Department officials will take this list to Geneva, Switzer- 
land, with them in September. For the next 12 months, they'll negotiate 
with representatives of other nations concerning the lowering of tariffs 
and other import restrictions in each of the 42 nations that are members 
of the General Agreement on Trade and Tariffs (GATT) 


Keep in mind these two strong plus-factors in estimating your produc 
tion and sales for the months ahead: 

New plant and equipment—Total spending is shaping up at a hefty 
14 per cent above 1959. 

Consumer buying—Retail sales, after a slow start, are running ahead 
of expectations. Outlook is for a strong second-half 1960. 

Added together, these two elements will go far toward offsetting the 
reduced rate of steel production. Government economists now say they 
expect no meaningful pick-up in steel output until well into the second half 

The 14 per cent increase in capital spending this year is a minimum 
figure, as Frederick H. Mueller, Ike’s Secretary of Commerce, sees it. He 
anticipates total 1960 expenditures may be comfortably ahead of the official! 
ly-forecast rise. Some constructors heartily endorse the Mueller prediction, 
but others cautiously put the rise at 14 per cent or a bit less. Either way, 
however, capital expenditures this year are running well ahead of last 
year’s totals and are clearly going to stay ahead. 

Consumer confidence is strong and is likely to be sustained. The rise ir 
retail sales that started in late March and continued through April shows 
that consumers are not worried over a recession. Fact that new cars and 
household appliances are in abundant supply at favorable prices is certain 
to tempt buyers. Car dealers’ inventories show that more people entered 1960 
still driving their old clunkers. Sooner or later, they will have to replace 
them. 

The U. S. Commerce Dept. Business Advisory Council (consisting of 
top industrialists) firmly predicts an annual rate of gross national product 
of $515 billion by the end of the year, substantially ahead of the $500,200.- 
000,000 rate of the first quarter of 1960. What's more, the Council is con- 
fident that production and sales will continue to rise in 1961, not level off 
as some have forecast. 
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LEFT. PARACRIL OZO SOLE 
on test poir of shoes worn 
in direct contact with steel 
chips and oil, 5 days a 
week, for o full six months, 
on and off the job. Shows 
substontiolly less wear thon 
stondord o:l-resistant sole 


otr ght 


RIGHT. PARACRIL OZO HEEL 
on the other test shoe ts 
still like new, while stond- 
ord oil-resistant heel ot left 
is worn smooth and begin- 


ning to crock. 


New sole material outwears others 2 to 1 ' 


New PARACRIL’ 0Z0—developed by the @ 277% more abrasion resistant! 
Naugatuck Chemical Division of U.S. Rubber 
, a —T yon i" @ free of flex growth after 25,000 cycles 
is a shoe sole and heel material amazingly 

long-lasting—far superior to all others on @ 5 to I0 times more resistant to fuels and 
the market. What's more, they are available oils than existing standard oil-resistant 


in bright, permanent colors! shoe soles. 


Compared with one of the toughest mate- Find out about PARACRIL 0Z0’s heel, sole, 
rials known, new PARACRIL 0ZO heels and and shoe selling advantages NOW! Write 
soles are: us for further information. 


Naugatuck Chemical 


Division of United States Rubber Company yoccctuc. Coccccricut 





Rubber Chemicals - Synthetic Rubber - Plastics « Agricultural Chemicals - Reciaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontarie - CABLE: Rubexport, Wi. ¥. 
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by JOHN REILLY 


Editorial 





In Proper Perspective 


B. WEISS, vice president in charge of mer- 

chandising, Doyle Dane Bernbach, Inc., New 

e@ York advertising agency, is no man to pull 

punches. In his recent talk before the NSMA Mer- 

chandising Clinic he painted a startling and provoca- 

tive picture of the changes that he contends will take 
place in the shoe industry in the next ten years. 

He sees automated mass production of shoes com- 
ing in the next decade and a complete revolution in 
the marketing of shoes. Mr. Weiss has little respect 
for our present methods of distribution, which he 
believes to be archaic. “There is little question,” he 
says, “that the shoe industry now stands at the end 
of a period which has lasted since 1900.” “You can- 
not,” he maintains, “have horse and buggy marketing 
in an automatic age.” 


Mass Marketing 

Mr. Weiss is an exponent of the mass marketing 
maximum exposure philosophy. Footwear, he 
says, is the most seriously under-exposed item in the 
market place today. The traditional outlets for shoes, 
the specialty store and the department store, have 
lagged far behind in the retail race of the last ten 
years. 

For the fast-moving popular priced shoe chains he 
has great respect. “Their brilliant new shopping cen- 
ters, plus their large advertising programs, have done 
more to expand the market for footwear than the 
manufacturers and tanners,” he says. 

jut, he believes, the wave of the future for shoes 
is in giant retailing and in self-service. One hundred 
giant retail operations, the variety chains, drug 
chains, food chains, and discount chains, and others 
like Sears and Penney do 30 to 50 per cent of the total 
retail volume in their classifications, according to 
Weiss. 


and 


A Prediction 

“In time,” Weiss believes, “they will account for 
30 per cent of all footwear volume and a higher per- 
centage in some types and price lines of footwear.” 

If Mr. Weiss is correct in his predictions, these will 
be the “sizzling sixties” for this new competition in 
shoes, particularly for the grocery, drug and variety 
chains. 

Most recent estimates (1958) show that the variety 
chains accounted for only .4 per cent of retail shoe 
volume. Drug chains got an infinitesimal .07 per cent 
and grocery chains .05 per cent of the shoe market, 
actually slightly smaller shares than they enjoyed in 
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1954. The department store chains account for about 
8 per cent of shoe sales and are growing. But this, 
the Sears, Penney and Ward type of competition, has 
been around for a long time. 

It is logical to assume that the drug, grocery and 
variety chains have increased their shoe volume in 
the last 18 months due to the fact that they have 
become the principal outlets for low priced imports, 
plastic shoes, sneakers and zoris. 

“In time” is a very broad term, and not discounting 
the growth which department store chains are show- 
ing, we question seriously Mr. Weiss’ prediction that 
these giant retailers will ever get such a major share 
of the shoe market. 


In Five Years 

“The variety chains alone will, in 5 years, account 
for at least 20 per cent of total footwear volume in 
certain types and price lines of footwear and the 
variety of types and price lines of footwear merchan- 
dised by the variety chains in their great new one- 
stop stores will expand,” Mr. Weiss contends. 

Five years is not a long time and to realize the 20 
per cent figure Mr. Weiss predicts for them, the 
variety chains, drug chains and grocery chains will 
have to reverse drastically their present trend. 

All of this predicted growth is predicated on two 
ideas, both important to all retailers. They are the 
exposure of shoes to maximum traffic and more self 
service. 

But shoe chains are already aware of their impor- 
tance and independents are becoming increasingly 
aware that self service for certain types of footwear 
has arrived. 

A Quality Image 

We are undergoing a major revolution in shoe dis- 
tribution, and the next decade will see many changes. 
But independents and chains have succeeded in build- 
ing a quality image for shoes, using conventional 
methods of operation. Maintaining that quality image 
is of paramount importance to all who make or sell 
shoes. It will be best maintained by more alert retail- 
ers who will sell shoes in shoe stores. 

We doubt that quality shoes will ever be sold from 
shelves like breakfast foods or pills. Impulse buying 
of packaged slippers, soft casuals or low-end shoes 
in these types of outlets will increase. But, it is most 
important that this market be viewed in its proper 
perspective. 





Discriminating Consumers prefer Hevdavs 

not because of an ad in a Fashion Magazine. 
which money ean buy for any product 
They prefer Heydays because (1) the product itself 
is superior, and (2) the better 


job they do for the wearer of them 
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4 Voice of the [rade 


Reiteration for emphasis! The “shoe 
break” idea has been variously pro- 
moted during the past year or two. 
Recently, it received national impetus 
when Patricia McCormack of United 
Press International, in her column 
“Woman to Woman,” quoted 


HAROLD GESSNER, Chairman of the 


National Shoe Institute, on the subject. 





“For feet’s sake,” he said, “we ought 
to have as many ‘shoe breaks’ during 
the day The 
idea isn't a difficult one to work into 
Just learn to take 
an extra pair of shoes when you leave 
the house in the morning. To help 
‘catch’ the ‘shoe break’ 


manufacturers 


as we do coffee breaks. 


our mode of living. 


consumers to 


idea, many shoe are 


now making shoe tote bags . . . smart, 
attractive and light... to hold a pair 
of extra shoes. 

“Actually, the contemporary secretary 
ignited the ‘shoe break’ trend when 
she started to wear one pair of shoes 
to the office . 


to another pair 


only to switch over 
The 


change-over helped her feet, improved 


upon arrival. 


her mood and eventually gave her 
longer wear in each pair of shoes. 

“The shoe break idea is not limited 
to women only. It is practical, health- 


ful. for 


as well.” 


beneficial men and children 


* * * 


“We make our talent, ability, even 
genius, through discipline and hard 
work.” (Fred H. Ecker, Metropoli- 
tan Life Ins. Co.) 
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“The so-called downtown problem is 
far from new,” says LAURENCE A. 
ALEXANDER, president of National 
Downtown Services, New York. “Actu- 
ally, it has been going on for decades. 
In a dynamic area of growth there is 
always a steady population push out- 
ward. Following the population ex- 
pansion, inevitably into new areas, go 
retailing and other business ventures. 
“Not only is there great expansion tak- 
ing place but, at the same time, down- 
town deterioration is speeding up. 

“In every case, downtown improve- 
ment and revitalization action can only 
come when a city’s business men and 
civic officials have taken a clear-eyed 
and realistic look at downtown condi- 
tions. Facts are the foundation that 
can help assure downtown's continued 
economic health. Facts about parking. 
trafic and mass transportation. 

“For effective action and real results. 
organization is mandatory. Around 
the country, downtown revitalization 
has worked only where a smart, vigor- 
ous organization is in there battling. 
It is clear that this is a fundamental 
move for any central city that wants 
to protect and preserve its retail busi- 
ness, property values, tax base and 
downtown focal area. 

“With study, with plans of a realistic 
nature and with an organization to 
hammer plans into reality, downtowns 


One 
dow ntown 


can remain healthy and _ vital. 
the 
And, for the re- 


tailer. this becomes an essential. 


more ingredient in 


recipe is leadership. 


aa * * 


“The men’s shoe business has received 
a shot in the arm,” says JOE SIRA- 
GUSA, manager of the men’s shoe de- 
partment at Arupp & Tuffly’s in Hous- 
been more 
. . black- 


mesh 


ton, Tex. “First, there’s 
interest in men’s sport shoes . 
white, brown-white and nylon 
Second, 


the 


. than this time last vear. 


there’s a definite distinction in 


BOOT ann SHOE 


RECORDER 


slipon types now, not only slipons for 
casual wear but dress slipons as well. 
And third, the long, slim look in men’s 
shoes is gaining new importance.” 

* * * 
the 
said 


“There's nothing new today in 
women’s shoes,” 
FEINFIELD, 


department at 


way of 

“DAVEY” 
the 
Blach’s in Birmingham, Ala. “Nothing 


who leases 


women’s shoe 
different than the woman already has 
in her closet . and no reason for 
new ones.” As a fashion 


Mr. Feinfield feels he 


isn't arbitrary in his views of women’s 


her to buy 

shoe retailer, 

footwear. Other fashion buyers in the 

south have voiced the same opinions. 
aa + * 

Don't throw away that old pair of 


that looks a bit 


shabby. Ingenuity, a piece of material 


pumps scuffed or 
and some glue can convert them into 
a like-new pair of shoes to match your 
dress or suit. 

At any rate, that is what MRS. H. 
CLARK BEDFORD of Causeway Blvd. 
in St. Florida, 


, 
Petersburg. advises. 





Three years ago, when the Bedfords 
arrived in St. Pete, Mrs. Bedford cast 
about for something to do. At first 
she tried dressmaking but found it a 
strain on her eyesight. The solution 
finally came when she discovered shoe 
camouflaging . . . a skill taught her by. 
her daughter-in-law. It appealed to 
Mrs. Bedford because it reclaims use- 
able shoes and because it’s not as hard 
on her eyes as fine sewing. 
What started as a hobby 
great grandmother) might well develop 


(for this 


into a thriving little business. She 


began by doing a few pairs for 


friends; and they in turn are now 


33 





ringing new customers to her. (St. 
’etersburg Times) 


* * * 


Promising salesmen usually are the 
ones who keep their promises. 
= * * 
There are probably many retailers 
who think 


would be less of a problem if they 


running their business 
could cut down on their inventory. 
But would the customers agree? After 
all, the customer is the most important 
factor in business and he wants a 
chance for a choice. 

Carrying that idea along a bit further, 
THOMAS McDERMOTT of | the 
Junior Boot Shop in Springfield, Pa. 
says: “Many of us have often reflected 
how nice it would be if we could get 
along with just the staple, basic shoes 
needed for school, dress, play. Can 
you imagine pleasing the children of 
today with plain bread . . . without 
butter, jelly or cream cheese? Show 
them the trimmings; then they'll eat 
the bread. 
“Children’s 


popular than ever. There seem to be 


dress shoes are more 


many more occasions to wear these 
types of shoes. And the children are 
their 
parents. They are certainly style con- 


following the pattern set by 


scious. Even the single strap patent 
when the 
from 


leather shoe sells easier 
child can make her 


several attractive dress styles. Style 


selection 


selection is as important to children 
as it is to adults. They think in terms 
of style . . . how the shoes will look 
at the birthday party, the dance, the 
tryout of the play. 

“The child’s life today is more com- 
plex. Activities are more diversified. 
All this is reflected in a greater demand 
for special shoes for the occasion. 
“For a healthy business, it is definitely 
not possible to reduce the number of 
styles. We must not say ‘no’ to innova- 
whether they be in 


material, color or style.” 


tions, detail. 


aa * * 


“Customers seem to want more wear 
for the money,” says WILLIAM 
BAUM, manager of Saks Shoe Store 
in Bellaire, Houston, Tex. “We're sell- 
ing more basic, rather than novel, type 
shoes and getting more requests for 
casual at-home type shoes for barbe- 
cues and lawn parties.” 
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by ESTELLE G. ANDERSON 





ROBERT N. BASS .. . one of the BASS’S 


S Maine goes, so goes the nation!” Over the years that has become 

more or less of a political augury. We paraphrase that statement 

. . . localize it to a specific area: “As Bass goes, so goes Wilton, 

Maine.” The reason is apparent! In that city of some 3500 population, about 

ten per cent of the people derive their income from G. H. Bass Company. 

Three generations have been active and instrumental in maintaining this im- 
portant status and economic role. 

It all stems from George H. Bass, the founder. He sarted out as a 
tanner. Worked in several of the neighboring tanneries and, when he was 
22 years old, his father advanced him a sum of money with which he 
bought his own tannery, which he ran for ten years. He bought the hides, 
ground the hemlock bark and knew, at first hand, every step in tanning 
hemlock leather. 

In 1876, he brought that knowledge of leather into the shoe making 
business. He joined E. P. Packard & Company as a junior partner. Three 
years later, he became sole owner and changed the name of the company 
to G. H. Bass & Co. At that time, the product was 14-in. leg boots 
of heavy calf or grained leather with hand pegged bottoms. The local 
people worked on the boots at home. They would peg the bottoms and then 
bring the boots back the next day. When finished, Mr. Bass would load the 
boots into a horse and wagon and sell them in the neighboring towns. He 
always had time to talk to the storekeepers; also the men who wore the 
boots. He learned that a boot, to give satisfactory service, must be built 
with the specific needs of the wearer in mind. It must be made for a purpose. 
Actually, that was the origin of the G. H. Bass motto: “The best possible 
shoe for the purpose.” 

Over the years, this motto has been the beacon for the company’s 
progressive production of all types of outdoor footwear. From the original 
14in. leg boot, which was sold principally to farmers, to the lighter weight 
ankle high “National Plow Shoe.” 
drivers by attaching a heavier, harder sole which would hold caulks. With 


Later, this was modified for use by river 


a few subsequent changes, this style became the standard shoe of New 
(CONTINUED ON PAGE 38) 
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Boots Spell Extra Sales 


Counter-clockwise, starting top right: “Hi-Tide.” unlined 
boot for early selling, 18/8 heel, elasticized laces, Golo; 
high heel suede boot with matching fur collar, Kicker- 


some areas and 
others of 


winter; in 
than in 
But, in the over-all picture, boots are 
up and up. Even the weather, that familiar 


cannot slow up the sale of boots. 


OOTS sold well last 


in some stores better 
course! 
on the 
scapegoat, Given 
an unseasonably warm winter, light, unlined, low-cut 
types step in and take the place of warm lined types 
Manufacturers of shoes, known for 
boot making, have putting in 
styles. Great variety in designing has produced boots 
for all occasions, weathers and types of customers. 
We cannot say, for example, that boots are for the 
suburbs or for the country rather than for the city. 
There are for all three. There are city 
on flat, medium and high heels, tailored in 
and reversed leathers and dressy in fine suede, fur- 
trim med, on high slim heels. Just as varied are cas- 


women’s never 


started one or two 


boots boots 


smooth 
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“Montreux,” sliplasted suede boot, Desco; bootie 
leather Penobscot Trampeze; un 


side Guilmox, California 


mos; 
on stac hed heel, 
lined deerskin bootie, 


sole, 
lac e 


for mornings in the suburbs; all day 
in the country; 

Boots belong to all age groups, 
the 
growing popularity and the centers where good busi 
may be found These 


reports show that last winter 


ial types wear 


to school and college ‘ lassrooms 


too Reports from 


retailers in all parts of country point to their 


this coming winter same 


ness 


gy adult 


the young i 


group 
customers for boots. Teenager 


These 


with 


were probably top 
liked the lightweight, low-cut types 
flat booties, ankle-high 
pixie types 
ing interest in them for marketing and baby-walking. 


included 
heel cuffs 
Young housewives were showing grow- 


casual and 


Homemakers of all ages were boot customers in some 


stores last winter. 
In 1960-61 
And 


needs of a 


for 
the 
We 


market 
meet 


the 


more styles to 


more women will be in 


there will be 


boots. 


greater variety in consumer tastes. 
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Kor Fall A I } d Wi I) te r by ELEANOR M. RUTTY 


Growing consumer interest and more diversity in styling, colors 


and materials point to increased business in boots this year. 


could almost say that boots show more diversity than 
Ordering boots for depth in 
sizes as well as variety of types can require just as 
much careful selection as ordering high fashion shoes. 
kind of and kind of will 


determine where you will place your heaviest orders. 


women's style shoes. 


Your store your customer 

If the majority of your customers are conservative, 
you will order more middle-of-the-road boot styles: 
medium heel some fur-trimmed, some 
trimmed with leather and some flat-heeled, 
often with a wedge, in smooth leather and warmly 
lined. Both will be on some sort of 
water-resistant The flat heel may be a 
pull-on; may even be the smart and popular cossack 
type that folded down to make a 
cuffed type. Black for the dressy 
black o1 the 


lined suede, 


smooth 


types rubber or 


sole boot 


can be shorter, 


suede boots and 


brown in smooth leather, more tailored 


Clockwise, starting top left: “Winter Walker,” genuine 
wool shearling lining, close edge sole, back slide fastener, 
Mondl; “Footwarmer,” genuine shearling lining and 
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boot will be the best selling colors. 

If your store has more style-minded customers, you 
have found that there are plenty of new styles for 
both the young group and the older, more sophisti- 
cated woman. As we have 
noted, the girls went for the low top bootie and pixie 
types last will like them for 
casual booties may be stepins, 
with or without goring, and they may lace and tie. 
Back and lacing are all 
liked. For this younger group and for casual wear 
in general, fabric, deerskin and pigskin—these in 
small quantities being Flat stacked 
leather and squash heels are more and more popular. 


style-conscious already 


winter. Women, too, 


more wear. These 


side and elasticized laces 


are all used. 

As for your style-conscious older woman, there are 
many styles with fashion-slim toes and elegant styl- 
ing to include in your orders. 


English ribbed crepe sole, Joyce; “Blazer,” lined boot, 
back fastener, Sleigh Belles, Moxees; low-cut slipon boot, 
Sandler; “Bib,” corduroy, fleece-lined, Oomphies. 





Profile: Robert N. Bass 


(CONTINUED FROM PAGE 34) 


England log drivers for many years. 
There were shoes for the men who 
tramped the woods. For those who 
wanted still more lightness and flex- 
ibility, George Bass found the answer 
in the original American woods foot- 
wear ... the Indian moccasin. The 
first Bass moccasin appeared in 1906. 
It combined light weight with dura- 
bility and adequate protection for 
the ankles. It was the first in a long 
line of moccasins to originate in this 
factory. 

Since 1920, skiing has had a phe- 
nomena! growth in America. We will 
get back to this subject a bit later. 
We mention it here simply to put an 
emphasis on Bass ski boots, which 
have kept pace with the development 
of this sport. Perhaps one of the 
best known of the Bass products is 
the “Weejuns,” which they devel- 
oped in 1936 from a Norwegian 
model. It established a style trend 
which spread rapidly throughout the 
country. The company devel- 
oped some specialized styles for spe- 
cific purposes .. . a fleece-lined moc- 
casin for aviators in the first World 
War, boots for cold climates during 
World War II. 

Family ownership of the company 
has carried on from George H. Bass, 
the founder; to his two sons, Willard 
S. and John R.; to the latter’s sons, 
George H. Bass II and Robert N. 
Bass. When Willard Bass died, in 
1956, George II became president. 
John R. continued as treasurer and 
chairman of the Board, and Robert 
assistant treasurer. Inci- 
dentally, John R. Bass is still active 
in the business. In May 1960, he 
became the second man in the com- 
pany’s history to earn a sixty-year 
service pin. The other man is W. A. 
Holmes, the watchman. He has been 
with the company for 63 years. 

The present Wilton plant was built 
in 1905. In 1910 and then again in 
1920, additions were built. In °56, 
they bought 60 acres, about a mile 
up the lake, and built the first unit 

housing the cutting and stitching 
room operations) in a_ three-unit 
plant expansion. There are 
325 employees at the G. H. 
Company; producing some _ 1550 
pairs per day, comfortably. Physi- 
cally, there are the space, equipment 
and the potential for increasing pro- 
duction considerably. However, the 


also 


> »_ ¢ 
Bass as 


about 


Bass 
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limiting factor is adequate person- 
nel. Hand sewing is the problem. As 
Sob Bass says: “We are constantly 
instructing and teaching employees. 
We have a lot of hand sewers, who 
are getting older. Many are retiring. 
Over thirty per cent of our em- 
ployees have been with us for more 
than thirty years and a good many 
of them are second and third genera- 
tion shoe people. 

“We manufacture and warehouse 
in Wilton and we have eleven sales- 
men who cover the United States, in- 
cluding Alaska and Hawaii. We also 
have accounts in Puerto Rico, Guam, 
with the U. S. Service Forces in 
extra-territorial limits; and a few 
accounts in North and South Africa, 
Bermuda and the Virgin Islands.” 

When we asked Bob about the 
effect of foreign imports, he told us: 
“We have been hurt considerably by 
importations, especially in our ski 
boot division. In a vast market, our 
share is infinitesimal now, due to the 
large shipments of handsomely 
styled, modestly priced ski 
coming in from Germany, Austria, 
Switzerland, Italy, France .. . beau- 
tiful boots to retail from $22.00 to 
$50.00. These are complete, double 
boots, reverse welted. The labor situ- 
ation, abroad, is such that they can 
afford to make these boots at that 
price. Then, too, they work it out 
so that they take advance orders 
from the U. S. during April and 
May, to be manufactured during 
their slack season, when their own 
production schedule is light. This 
has a definite effect on pricing. 

“Their workmen are so used to 
this hand shoemaking .. . like our 
people were before World War II... 
that they can put in a lot of wonder- 
ful details and make a boot which we 
in the U. S. are incapable of making, 
without a lot of training, time and 


boots 


expense to get back to the old cob- 
bling type of shoemaking. Our em- 
ployees are all specialists in one type 


of operation. Over there, they can 
go from one operation to another. 
We would need a lot more people. 

I think have some excellent 
hand sewers for our type of opera- 
tion. We have three distinct moc- 
casin toe seams: (1) regular stan- 
dard butt seam, (2) overlap seam, 
(3) two-way (underlap) seam. All 
of our experienced hand sewers can 
do all three and they are teaching 
the new ones. Once they have the 
feel for handsewing, and the eye 


we 


for setting and cutting the vamp 
... they’re in.” 

Now that we have sketched the 
company background, as well as the 
founder and his two sons, we get to 
the present principals. 

George H. Bass II graduated from 
3owdoin College in Brunswick, 
Maine, in 1937. He went right into 
the plant. Learned every operation. 
He can run any machine. Knows 
every department. During the war, 
he served in the U. S. Navy as Store 
Keeper Ist Class. When the war was 
over, he resumed his activities at the 
factory. He handles the production, 
purchasing and industrial relations. 

So much for his interest in the 
shoe business. His other love is his 
3000-acre farm, where he carries on 
a woods operation, maple syrup oper- 
ation, dairy herd. It’s a farm built 
by Charles Mallory of the Maliory 
Steamship Lines . . . actually sprawls 
over three different towns. There is 
a main farmhouse of about 17 rooms, 
a dammed up brook and an ultra 
modern log cabin on the other side 
of the pond, where he with 
Mrs. Bass and their two daughters. 
It’s fabulous. His schedule, when he 
is on schedule, is rugged. Up and 
around his farm from daybreak. He 
gets to the factory about 8 o'clock 
in the morning and stays until 5:00 
Then back for the evening chores. 

tobert N. the younger 
brother. His path parallels George's 
up to a point. He, too, went to Bow- 
doin. Majored in government, Eng- 
lish and German. Graduated in 1940. 
Then he went to the Harvard School 
of Business Administration, where 
he specialized in business and indus- 
trial management and received a 
Business Administration 
During the summers, he worked at 
the plant. He spent the next four 
vears, 1942-1946, in the U. S. Navy. 
Was a and served with 
the Seventh Fleet in the Pacific. 

He took up his duties at G. H. 
Bass & Co. in 1946. Since then, he 
has worked mostly on the special- 
ized lines, all the ski and after-ski 
boots, the safety shoes. 
tant treasurer and is in charge of 
administration and financing. He 
quickly adds: “In a company our size, 
we all get into the styling and pro- 
duction details. Any time there is a 
problem as to finish or color or any 
other consideration, Henry Douglass, 
our superintendent (who has 

(CONTINUED ON PAGE 


lives 


Bass is 


degree. 


Lieutenant 


He is assis- 


been 
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WHAT NYLON HAS DONE FOR STOCKINGS, VINYL IS DOING FOR SHOES 




















wane way FOR CAMBRIA... rasucous new vinve uppers 


‘ ? ; . Climb on the Cambria bandwagon, and take advantage of its 
You can’t beat Cambria sky-high sales potential. If you’ve seen Cambria at the Shows, 
for looks, softness, color or wearability! you don’t have to be sold on it . . . you’re as enthusiastic as we are. 
LOOKS ... like expensive calfskin But if Cambria comes as news to you, contact your Textileather 


representative so you can see Cambria for yourself. Nothing we 
say will convince you the way a first-hand meeting with Cambria 
will. Don’t wait ... be one of the first to have Cambria in your 
corner, helping you chalk up increased sales. 


SOFTNESS... one touch will tell the story 
COLOR ... superb shades, uniform in every shipment 


WEARABILITY ... unsurpassed for long life and 
resistance to scuffs; washable and Sanitized” 


the finest, 


maar ne TEXTILEATHER’ (8) Wiz: 


THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION ®oo0eso% oKic" 


Also distributed by 

Represented by: Universal Coated Fabrics Co., inc 

*Seamon Steen Company * Liebman & Cumming John E. Sheveneti K O Schneider & Son 1*a_G. Mooney, Ltd 643 Broadway, New York 12. N.Y 

96 100 South Street 1329 Sunset Biva 21 Spruce Street 1225 North Water Street 20 Bates Road 

Boston 11, Massachusetts Los Angeles, California New York 38, New York Milwaukee Wisconsin Montreal 8, Canada *Stocks are warehoused for your convemence at the 
regronal sales offices indicated an asterisk 

Melvin E Weil * Moore & Gites Liebman & Cumming C_N. Riesenberger & Son * Barnard Shoe Industry Suppty Corp. ° 2 nd : 

180 North Wacker Drive P.O. Box 56 718 Mission St. Rm. 422 370 West Broad Street 10380 Industrial Blvd Representing The General Tire Chemical Co. a 

Chucago 6. Minors Lynchburg. Virginia San Francisco, California Columbus 22, Ohio St. Louis 32, Missouri subsidiary of GT. & R Co 
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What's Ahead 
In Retail Architecture 


store of the future as seen by architect John Schurko. 


A glimpse at the shoe 


HAT will be the shape and 

form of the shoe store in 

the years that lie ahead? 
Will the trend be towards self-ser- 
vice towards supermarket type 
units with long rows of shelves 
stocked with pre-priced merchan- 
dise? Or will we see increasing at- 
tempts at greater sophistication af- 
fecting the entire gamut of retail- 
ing from specialty shops to small 
family stores? 

Many forecasts—usually contro- 
versial—are being made of things 
to come, of trends which the shoe 
merchant must meet if he wants to 








The specialty shop of the future will be high fashion 
that sets a tasteful and an appealing 
In this drawing, Schurko shows how a 
mural (on the left) “opens” the selling area while 


with a 
scene. 


or 


hold and build his share of the mar- 
ket. Some of the most interesting of 
these predictions are from John 
Schurko, a Pittsburgh architect who 
has done work in the field of retail 
planning. 

“In almost every area... in dis- 
plays . .. in the physical layout of 
stores ... in window treatments... 
in exteriors ... we are being affected 
by technological changes and by 
buyer demands that we can’t ig- 
nore,” he explains. 

“In the years that lie ahead, store 
operators who make the most profit 
will see to it that their retail efforts 


sale.” 


by RAYMOND A. PALKET 


will give shoppers ‘goose bumps.’ 
hey will create, in good taste, an 
atmosphere of authority, one which 
will make customers proud to say, 
‘I bought my shoes from such and 
such,’ ” 

Comments such as these were typi- 
cal of many statements garnered 
during a series of interviews with 
colorful John Schurko, who expressed 
strong opinions on all physical as- 
pects of retail shoe selling. Because 
of the significance of many of his 
ideas for BooT AND SHOE RECORDER 
readers, a run-down of his thoughts, 
area by area, will be presented here. 











discreet displays, placed at random and in special 
set-ups such as the mobile on the right, contribute 
to add a selling touch that quietly says, “shoes for 
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The store of the future will be an interplay of 
walls, ceilings, floors and displays, all combining to 
create an atmosphere of calmness designed to build 
maximum sales. This sketch shows a drop ceiling 
on the left with individual lighting units. The dis- 


While these do not necessarily repre- 
sent the views of the editors, they 
are regarded as thought-provokers 
which should be of value to all shoe 
retailers. 


Building Exteriors 
“Shoe store buildings of the fu- 
ture will be high fashion, will be 
tantalizing with new and colorful 
faces,” John Schurko predicts. 
Building structure, insulation, ex- 
terior ornamentation, and identifica- 
tion are all radically different from 
pre-war standards. There will be no 
let-up in technical advances. 
“Unless these are carefully con- 
sidered, we will build obsolete 
stores,” Schurko maintains. He 
points out, “Every merchant’s aim 
should be to anticipate the future. On 
a minimum basis he should be at 
least two or more years ahead. 
“Just look at wall construction,” 
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he “Customary construction 
with concrete blocks gives you a 
16 inch thick wall with a weight of 
60 pounds to the square foot. This 
means a heavy foundation together 
with the further disadvantage of 
providing a limited type of frame- 
work for exterior decorating. 

“By contrast, newly developed cur- 
tain walls—metal struts with filler 
strips in between—are only 2 inches 
thick, weigh 6 to 8 pounds per square 
foot and are superior to masonry 
in insulation.” 

Proof of the properties of thin 
wall insulation is demonstrated by 
the ability of four inch airplane 
walls to maintain normal tempera- 
tures even though outside readings 
are sub-zero. 

A further advantage of thin-wall 
construction is that in comparison 
with equal size, conventionally built 

(CONTINUED ON PAGE 42) 


says. 


play box on the right, built into the wall, focuses 
attention on specific items at eye-level. The low 
platform counter in the foreground permits cus- 
tomers to handle merchandise. 
pervades this selling area. 


A pleasant unity 


About John Schurko 


RA, AIA, 
the basis 


whose 
of this 
article, has been a consultant to such 
clients Genesco, Shoes, 
department stores, and numerous inde- 
pendent retail stores. While doing ex- 
tensive commercial and industrial de- 
sign work, he has found time to teach 
at the University of Pittsburgh, con- 
duct panels on retail architecture for 
the National Retail Merchants Asso- 
ciation, and speak before audiences 
throughout the nation. 

Before opening his office at 1 Wood 
St., Pittsburgh, Pa., in 1946, John 
Schurko had been the chief designer 
for Grand Rapids Store Equipment 
Co. for over ten years. His educa- 
background includes degrees 
from Carnegie Institute of Technol- 
ogy in Pittsburgh and Beaux-Arts in 


John Schurko, 
predictions form 


as Regal 


tional 


Paris. 





tructures, a larger floor space is 
possible because of the thinness of 
the walls. This factor, important 
because of rising land costs and 
limited space, will be one of the rea- 
sons for an increasing popularity of 
this type of architecture, Schurko 
predicts. 

Perhaps the greatest asset of cur- 
tain walls is in their decorating 
possibilities. “With these walls, you 
don’t have to ‘amputate an arm’ to 
make a change on the outside,” he 
says and he points out that the 
modular units used between the 
struts can be adapted to local condi- 
tions, and can provide a flexible, ad- 
justable wall. What about materials 
used in these modules? Practically 
anything can be put to work: opaque 
glass, tile, wood, bricks, etc. Costs 
can be controlled by the proper choice 
of materials. 

“We'll see a vastly increasing 
amount of thin wall construction,” 
Schurko forecasts. “Decorative fea- 
tures alone would give popularity to 
this type of building. This is impor- 
tant because it ties in well with 
sweeping changes in the direction cf 
greater consumer fashion conscious- 
ness. Exteriors will create appeal- 
ing personalities, will be responsible 
for an attractive image that will 
engender maximum traffic.” 

What about older structures or 
buildings in which the merchant ex- 
ercises no architectural control? 

“Just because you have a brick 
or a block front does not mean that 
you are married to it in its present 
form,” Schurko answers. The so- 
lution to a modern look lies in the 
covering that will be given buildings, 
whether paint, metal, or any number 
of other materials now available. 
Many of these can provide an ele- 
gant and bright appearance while 
offering lower maintenance costs at 
the same time. 


One example of this is aluminum 
sheeting which now comes in many 


different anodized colors. Another 
application that can set a fashional 
atmosphere is tile. Each year sees 
new ideas coming to the fore in this 
area. 

If costs are a deterring factor 
from some of the latest in facings, 
an imaginative use of paint can con- 
cea] existing evils. The technological 
advances in paints have been so 
great that it is now possible to main- 
tain normal operations during re- 
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decorating. Offensive odors have 
been largely eliminated; many 
brands are on the market that dry 
almost as fast as they are applied; 
interesting textures are relatively 
simple to apply. 

A new appearance is in the mak- 
ing for store identification, the Pitts- 
burgh architect states. “We've come 
a long way during the past fifteen 
years, and we'll be presenting en- 
tirely different looks in the years 
ahead. 

“Remember some of the stores 
we knew before the war? The out- 
side sign would say ‘So and so Shoe 
Store. The walls were jammed 
tightly with shoes. On top of the 
shelves there often another 
sign, ‘Shoes.’ 

“The store of the future will usu- 
ally have a single name on the out- 
side. The interior displays, the win- 
dow set-ups will all be part of a 
total personality that will quickly 
spell out what that unit carries.” 

Such firms as Sears, Roebuck and 
Co. and the Great Atlantic and Pa- 
cific Tea Co. give evidence of this 
trend with their uses of simply 
“Sears” “A&P” as exterior 


was 


and 
identification. 

The actual materials 
methods of illumination, 
will have a wide range. 
to remember, Schurko 
that changes have been so great, de- 
velopments have been so rapid no 
merchant will spend a cent on a con- 
ventional sign until he investigates 
what is current. “Here again,” he 
says, “let’s not build 
store.” 


for signs, 
and colors 
The point 
believes, is 


an obsolete 


Store Windows 

Every store is an individual unit 
and must be treated as a separate 
entity. But Schurko believes that a 
general agreement will be possible 
on the goals of display windows. 

“More than ever before,” he says, 
“store windows will be an integral 
part of an operation and will be di- 
rectly related to all other elements.” 

Schurko sees the windows as a 
combination of the wide open visual 
front together with a modified and 
relatively shallow display area. 
“Deep, walk - in vestibules are 
through,” he says. “One of the rea- 
sons for the elimination of deep win- 
dows is that these do not establish 
an air of good taste. A much greater 
fashion note is possible with a visual 
front.” 


He decries the practice of show- 
ing a tremendous stock of shoes in 
the window. To begin with, the erec- 
tion of this type of display is so 
time consuming that it is usually 
left in too long. Then, he adds, this 
inventory display violates a cardinal 
display principle that a focal point 
is a “must” in every arrangement. 

“The store of the future will be 
showing perhaps five pairs of shoes 
in a window, all attractively set off, 
and these will be changed frequent- 
ly. Since shoes are only one part of 
a total personal decorating theme, 
other items will be displayed along 
with the shoes in order to enhance 
them even more. 

“The idea will be to set a scene to 
attract traffic. The battle of the fu- 
ture will be to get customers to come 
in. Once inside, they'll be able to 
browse through samples of stock set 
out on counter displays.” 


Floor 

“Floor coverings in a shoe store 
now rank, and will continue to rank, 
second only to the window displays,” 
Schurko maintains. “These will be 
closely integrated with the 
decor to sell, sell, sell.” 

He believes that anything that 
makes a shoe look better will help 
it sell better, and the more effective 
a setting you can make for it, the 
greater volume you will build. 

Nothing will kill the details of a 
points out, than an 


store 


shoe faster, he 
orange and red acanthus leaf in the 
design of a rug. “Details of shoes 
are subtle and refined. You need a 
background that won’t dominate, 
that won’t camouflage what you are 
selling.” 

Because of this, careful consid- 
eration will be given rug choice and 
this will more difficult as time 
goes on because of the tremendous 
number of colors on the market to- 
gether with the availability of many 
new and better types of carpeting 
materials. Since maintenance costs 
are so high, this will be a major ele- 
ment of consideration in any selec- 
tion. 

Is there a possibility of a different 
type of flooring? Schurko answers, 
“TI look for carpeting to remain the 
best possible type of material to 
use.” 

John 
strong 


be 


Schurko expresses some 
ideas on wall utilization. 
(CONTINUED ON PAGE 46) 
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Sy. 
+tskios ‘ day to date shoes— 


are the big teen attraction that stir up 
action wherever they are seen and sold! 


SELL THEM ON A DAY TO DATE BASIS MADE POSSIBLE BECAUSE... 
HUSKIES LOCAL WAREHOUSES allow fastest fill-ins at lowest cost on every order. 
HUSKIES IN-STOCK SERVICE cuts down inventory, increases turnover, reduces markdowns. 
HUSKIES STYLE VERSATILITY INCREASES VOLUME...AND PROFITS! 

For information write: HUSSCO SHOE COMPANY «+ 47 West 34th Street »- New York City 
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Catch the Shopper’s Eye 


Are you taking advantage of the advertising 
opportunities your display windows and dis- 
play areas afford? Many retailers consider 
window display their most valuable advertis- 
ing. Where budgets allow, some retailers 
support display departments, complete with 
artists, carpenters and lay-out people. The 
smaller retailer can contract with companies 
that sell window display service or he can 
operate on a do-it-yourself basis. Displays 
should reflect the character of the store and, 
in building them, the retailer must consider 
principles of balance, color, proportion, 
proper background and proper signs. Price 
tags in the display also help make more sales. 
Displays run from simple arrangements to 
complex gadgets, but they all have a single 
pur pose—to pre-sell the customer. 


® SET the scene. A window draped with fish net 
and featuring a wooden boardwalk (top photo- 
graph) provides the setting for displays of wo- 
men’s summer casual shoes. In the background 
of this window at Hahn's F Street Store, Wash- 
ington, D. C., is a mermaid backed by trickling 
water. The mermaid’s tail was made from band- 
ages of thin rubber material which were heated 
and sprayed with watercolor. The water effect was 
created by the same method. Many different styles 
of women’s casuals are shown in a limited space 
by turning them at different angles. 


® SIMPLICITY can be beautiful. The Bonwit 
Teller, New York City, window (center photo- 
graph) is an example of a simple arrangement 
that uses color and taste to attract attention to a 
limited number of high fashion shoes. 


° CREATE a mood in your windows. The draped 
fish nets, pecky cypress wood gates with steel 
spear points and the lush green carpeting in this 
window of men’s casuals (bottom photograph) 
are representative of summer’s relaxed atmos- 
phere. The shoes are displayed as clearly as pos- 
sible on platforms, stands and glass-top tables. The 
shoes are also displayed at as many different 
angles as possible to create added interest. Glass 
signs dominate the top of the window. They indi- 
cate what is being shown but never interfere with 
the shoe view. The background for this window 
was devised by the Hahn display department and 
executed by Larry Fagan, manager, and Sam Con- 
dello, assistant manager, Hahn’s 14th and G Street 
store, Washington, D. C. 





and Make a Sale 


® ANTIQUES always attract attention and at times they even fit 
a theme (top photograph). The antique bicycle, an old high-rider, 
and the gaslight provide a perfect setting in which to display the 
very new high-rider men’s shoes. The hidden magic in this dis- 
play is the Velcro hook-faced and loop-pile tape to hold the shoes 
at precarious angles on the props. 


@ ANIMATION causes gravitation. This type of “symbol” display 
(center photograph) is aimed at the children. Once the child is 
captivated, the parents gravitate toward the window and see the 
shoes on display. This Easter Bunny display was created by the 
display staff of Hahn's in Washington and placed in most of the 
13 Hahn stores. In this electrically powered display, the doors 
swung open, the paper egg opened, the bunny leaned forward and 
then clasped his hands before returning to the egg. Once built, 
the display could be used several years. Hahn’s display manager, 
William Wyatt, and his staff have also created an animated 
father for Father’s Day, Santa for Christmastime and an Owl for 
back-to-school displays. 


® PLANNING can overcome space problems. A blooming wood- 
land theme (bottom right photograph) was built into a relatively 
small display case by the Naturalizer division, Brown Shoe Com- 
pany. White, light and bright summer patterns are effectively 
displayed on moss, on natural] rocks and in hanging wire bird- 
cayes. The grouping of rocks in the center of the display sur- 
rounds a “mirror” pool inscribed with the Naturalizer insignia. 
There are colorful red and blue birds in motion over the pool to 
catch the passerby’s eye. This display is in the St. Louis Municipal 
Airport. 


® USE what you have and make the most of it. The decorative 
three-tiered rai] at Children’s Shoe Corral, Warson Woods Shop- 
ping Center, St. Louis County, Mo., (bottom left photograph) is 
used for in-store displays of all kinds of boots. Adding to the 
Western flavor are the genuine spur nailed to the upright post 
and the western print curtain at the stockroom door. This display 
is inexpensive to keep up. 

And this brings us to a repetition of the fact that the purpose 
of a display is to catch the shopper’s eye and lead her toward 
a sale. If your budget is limited you must substitute ingenuity, 
but there is no excuse for a dull, ho-hum window or interior ar- 
rangement. 
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What’s Ahead in 
Retail Architecture 
(CONTINUED FROM PAGE 42) 


“Walls once had one specific purpose 
in most retail outlets,” he explains. 
“This was for warehousing shoe 
stocks. In future merchandising this 
idea will be as obsolete as a dodo.” 

He believes that walls should and 
will create a favorable background 
for customers. A huge variety of 
wall coverings, from silks to mirrors, 
makes it possible to make each wall 
an asset to cover up sins of 
existing Many refinements 
are possible without creating mainte- 
nance problems. “Conventional wall 
shelving is so limiting,” Schurko 
states, “that it is an actual handi- 
cap.” 

With murals, colors, woods, king- 
size mirrors, and dozens of other 
coverings, many unusual effects can 
be achieved. The selling area can 
be given a larger look or an open 
appearance. Narrow rooms can be 
made “optically” wider. High ceil- 
ings can be lowered. Obstructions 
can be minimized. 

Ingenuity can overcome budget 


walls. 


¢ h a i rs « Built for Comfort 


2 ee Engineered for Durability 
e Designed for Shoe Stores 


e Priced to Sell! 


limitations and it is possible for 
every merchant to have a “con- 
temporary” air if he tries. “It is 
tremendously important that in- 
teriors should be as appealing as pos- 
sible,” Schurko says, “and that they 
should carry an air of fashion. If 
the merchant doesn’t have it now, 
he’ll certainly need it in the future.” 


Ceilings 

John Schurko maintains that ceil- 
ings will be responsible for helping 
create sparkling interiors. Ceilings 
will contribute towards creating a 
calmness over an area and will serve 
as faithful servants in helping to 
sell merchandise. 

Not only will ceilings conceal 
plumbing, ventilating, and obstruc- 
tions, but they will play a major role 
in lighting. “There ad- 
vances ahead in this area,” the Pitts- 
burgh architect notes. “Besides new 
lighting methods, even greater ad- 
vances are in store for us in acousti- 
cal materials which not will 
comply with fire prevention laws but 
which will subdue normal] store noise. 

“Every ceiling will be 


are large 


only 


an asset 
to sales.” 





“Internal displays will be of two 
kinds. In most cases, we will have 
counters or platform tables for 
showing shoes which customers can 
pick up and examine. In addition, 
we'll have fashion-type set-ups with 
shoes combined with accessories. 
While some stores are doing this 
now, the future will see extensive 
displays of this nature. 

“Everything will be coordinated. 
Individual displays will be an in- 
tegral portion of the entire store 
scene and will contributing 
partner towards making more sales.” 


be a 


Self-Service? 

Will the self-service trend as we 
see it in supermarkets take over in 
shoe stores? 

“It certainly has made an impact,” 
Schurko toehold is 
likely in most retailing. Selling shoes, 
however, is basically a different ani 


says, “and a 


mal. It is service-type retailing. 

“To begin with, people do not have 
product knowledge. They 
what kinds of materials 
their 


adequate 
don’t know 
are available or 
They are demanding 

(CONTINUED ON PAGE 48 


are best for 


needs. more 


Boot and Shoe Recorder 





MAKE MORE MONEY! 
Buy SEMCO Sales Fixtures: MODERN MERCHANDISING 


DEMANDS THEM 


SEMCO PRESELECTOR dis- a: - 
play fixtures in this picture oe 

carry a tag giving style, stock 
number and price of each 
shoe. Thus customer can shop 
and preselect. Tags are plac- 
ed on the hooks so customer 
can remove and present to 
sales person. More shoes to 
more people are sold faster. 
Reduces selling cost by cut- 
ting sales person's time spent 
with each customer. 

The SEMCO PRESELECTOR 
is designed to focus attention 
on the shoes. It is flourescent- 
ly lighted, rich in appearance, 
constructed of ¥%" square 
tubing, electrically welded. 
Shelves ore 9" deep for 
women's shoes, and ||" deep 
for men's shoes. Overall di- 
mensions are 48" wide by 54" 
high. Finished in crchitectural 
bronze and the shelves in soft 
grey. Price $135.00—F.0.B. 
Hermann, Mo. 


Photo of a leading shoe store, showing 
use of SEMCO PRESELECTOR display fix- 
tures with SEMCO all-metal adjustable 
shelving in background. 


SEMCO ALL-METAL ADJUSTABLE STOCK SHELVING 


In use by leading department and 
shoe stores all over the country, in 
both stock rooms and on the selling 
floor. Allows up to 40°/, more stock 
on the same amount of floor space. 
Available in sections, 3' or 4' wide, 
by 12" or 14" deep, by 7° 35%" high. 


Sections are prefinished in a beautiful 
cinnamon brown as a standard color. 
In only 4 square feet of floor space 
you can stock 168 pairs of women's 
shoes or 152 pairs of men's shoes or 
270 pairs of children's shoes. 


DEPARTMENT STORES TOO 
ARE USING SEMCO SELF-SERVICE RACKS 
INSTEAD OF TABLES FOR SALES! 


They sell more shoes to more people faster. 
They can show flats with optional slip-on shelves. 
They hold maximum number of shoes per square foot at shoppable levels. 


2. 
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Each rack displays 
for self - selection 
132 women's or 
children's shoes (66 _ 
each side) or 108 « 
men's shoes (54 
each side) in only 
1/2 x 3' of floor 
space—height over 
all 60 inches. 
Ideal for displaying _ 
slippers throughout . 
year, also for shoes 
oe while trimming show 
= windows. Lowest 
price all metal unit 
ssi. on the market. Folds 
> 4 flat for easy stor- 
, é age—no bolts, nuts 
or catches—sets up 
in a jiffy—simply 
slip frame on base 
strips, racks fall in- 
to place automati- 
cally—then roll to desired position on sell- 
ing floor. 
Frame of 1'/g inch tubular steel for years of 
service . . . finished in beautiful baked-on 
metallic cinnamon color . . . racks of welded 
metal, satin-cadmium finish. Price—$37.50 
each F.O.B. Hermann, Mo. Shelves $1.50 


each. 


SEMCO Company INC. Hermann, missouri 
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What's Ahead in 
Retail Architecture 
(CONTINUED FROM PAGE 46) 


fashion correlations and need more 
advice. And, of course, we always 
have to consider the need for fitting, 
for getting the correct sizes. As I 
see it, the merchant offers a service 
that can’t be had in strictly super- 
market operations. In fact, a shoe 
merchant is part of a service that 
can’t be separated from shoe selling 
by a number of impersonal aseptic 
store counters.” 


Need for Independent Thinking 

One primary need in stores of the 
future will be for independent think- 
ing. Here is the area in which in- 
dependent shoe stores will excel, 
Schurko believes. 

“The small merchant can do what 
the big chains can’t. He can imitate 
their best practices. He can inno- 
vate. He can improve or even do 
the opposite of other stores if he 
wants to. He is so close to his own 
market that he knows intimately 
every small detail, every nuance of 
consumer wishes.” 


Profile: Robert N. Bass 


(CONTINUED FROM PAGE 38) 


with us for forty years) always finds 
some one to discuss it with. He gets 
all of us into it, to make sure there 
is unanimous approval. 

“Every one of our foremen and 
key people has worked up through 
the plant. They all know the busi- 
ness. In 1956, when Charlie Murray 
graduated from college, we took him 
on as advertising director and my 
assistant.” 

Bob, his wife and their five chil- 
dren (three boys and two girls, rang- 
ing in age from eleven down) live in 
Wilton, Maine. He puts in a regular 
day at the factory—8:30 to 5:30. 
What does he do the rest of the time? 
He'll tell you that everyone refers to 
him as the playboy of the family 
(jocularly, of course); but that’s be- 
cause of his outside interest. How- 
ever, it pays off handsomely. 

He is president of the Sugarloaf 
Mountain Corporation which 
leads us back to the reference 
made earlier about skiing as 
growing sport in this country 
filled us in on the details. 
everyone in Maine is interested in 


we 
the 
Bob 


Practically 
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outdoor athletics. Back in 1948, a 
group of five or ten of the local 
people got together and formed the 
Maine Ski Council. They made Bob 
They also appointed an 
Area Development Committee to 
study all the potential ski 
Several nearby mountain 
came up for consideration . 
field, Bigelow (with its 4,000 ft 
peak They finally that 
Sugarloaf Mountain was their best 


president. 


areas 
ranges 
.. King- 


decided 


bet. 

“We got an expert in to help la) 
out the trails,” Bob said. “Then, we 
did a lot of hand cutting. Cut the 
trail the mountain. At this 
time, we formed the Sugarloaf 
Mountain Ski Club, which really was 
an offshoot of the people who had 
originally comprised the Ski Council 

. people from all over the state 
The first president of the Sugarloaf 
Mountain Ski Club Horace 
Chapman. He held that office for two 
Things progressed steadily, 
but We cut 
a shack. Cut the 
conducted our first competitions up 
. competitions from all of 
People had to walk 


down 


was 


years 


slowly one trail. Built 


winter road and 


here 
New England 
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Simco Shoes, New York, N.Y. «© Architect: Simon B. Zelnik, A.1.A., New York, N. 
Contractor and Glazed by Medoff Construction Co., Brooklyn, N.Y. 


PPG products installed: Pittco store front metal; Polished Plate Glass show windows; 
Herculite Tempered Plate Glass doors; High-Fidelity® mirror 


Y. 


The best look is the “see-through” look... 


with a PPG Open -Vision 


Invite customers in with the “display room” look of a PPG Open- 
Vision front. People like this friendly, wide-open look that says ‘“‘come 
on in, we welcome your business.” That’s why Open-Vision fronts pay 
for themselves through increased business. Modernize your store front 
and watch your volume grow. PPG has the complete package to give 
you the Open-Vision look: Pittsburgh Polished Plate Glass, PITTCo 
store front metal, TUBELITE®, West and HERCULITE® doors and 
PITTCOMATIC® automatic door operators. For more information, send 
for our free booklet or contact your PPG branch or distributor. 


There’s one near you. 


ip) Pittsburgh Plate Glass Company 


Paints « Glass + Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 
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Front 


Pittsburgh Plate Glass Company 
Room 0183, 632 Ft. Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send STORE FRONT booklet to 


Name 
Address 
City 
Store 
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Spring Leathers, Colors 


ALLIED KID COMPANY. Flower tones, executed 
in leather, are an integral part of the spring-summer 
story. Inspired by seed catalogues, Helene O’Hara and 
staff developed a large bouquet of colors to be used 
singly or in monochrome combinations. 

Larkspur, a deepened pastel, joins Allied’s blue fam- 
ily. With pale foam blue and comet it offers one idea 
for a monochrome shoe. Rounding out the blue unit 
are flight and newly developed blazer blue, the latter 
adopted for coordination with blue blazers so strongly 
back in fashion. 

The predominant flower color is pink, represented by 
foam, the pale bud tone, and by deeper begonia. Foam 
yellow, the pale hue, has a partner in bright clear yel- 
low tulip. It combines with foam pink and blue for a 
mixed blossom promotion. 

Peach blossom and canna orange make their appear- 
ance following the success of peach-to-coral tones in 
other accessories this past spring. Sunflower is a more 
reddish yellow color . . . a promotional hue that also 
follows the coral-yellow fashion influx. 

Sweet lavender, bright tulip red, herb green mignon- 
ette round out the Allied bouquet. This is supplemented 
by aqua, a pastel turquoise, inspired by the garden's 
bird bath. 

In addition to black, Miss O’Hara cited the continu- 
ing importance of white and of brown. Roasted coffee, 
instant and matte are deeper brown tones that could 
be the perfect foil for perennial beige knits. In the 
tan family there’s lighter caramel and wet sand 
and finally a new staple tone in Maracain, cocoa straw. 

Breaking away from the term “neutrals,” Allied also 
offers a new series of “naturals.” Paris, Miss O’Hara 
reports, said “Ivory ... ivory tusks, piano keys, billiard 
balis.”” Allied says: ““Meerschaum and its allies, nougat 
and demure beige, for a beige composé . and add 
these ivories ... camellia and cottonwood .. . bayherry, 
a deepened bone, with smoke screen as a partner 
essence, a chameleon tone ... and cologne, a chamois 
natural. 

Texture continues unabated, Miss O’Hara says. New 
among Allied’s offerings is Glacé Cordigan, a small 
textured leather with the brightness of glazed kidskin. 
Also in the news is Gold Coast, a textured unlined gold 
for flats and wedges. The gold casual, this fashion di- 
rector believes, is overdue on the fashion scene. Thongs, 
sandals, wedges and mulebacks would take to gold... 
for indoor and outdoor footwear. As part of this story 
there’s also Fairhill Kid, a checkered print of gold and 
white. 


The AMALGAMATED LEATHER COMPANIES. 
Three new tannages play a major role in heralding 
new color theories for spring, according to Ruth Ker1 
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Fries, fashion consultant. These are Frostee, a pear! 
luster kidskin; Candle kidskin, a new tannage with a 
matte finish and waxy look; and Ecrusé kidskin, a 
two-toned, grained leather. 

According to Mrs. Fries, refreshing footwear ideas 
can be executed through the use of these new leathers 
in composé and panaché color combinations. Composé 
is defined as a modern version of ombré . . . the use of 
tone-on-tones with the sharp addition of a shock color. 
Panaché comprises a bouquet of variegated colors .. . 
particularly those tones associated with flowers. 

Fourteen groups of three-to-five colors have been de 
veloped by Amalgumated to give examples of possible 
combinations in these two color themes. 

One of the widest of color is offered 
Frostee pale frost tones, flower tones and 
pungent pastels. Candle kidskin, designated for flats 
and little heels, is introduced in basic spring colors 
Similarly offered is Ecrusé. 

For spring Amalgamated has revived Soft Touch kid- 
skin, a fine-patterned, highly glazed grained kid for 
lined shoes. Continuing tannages include Softee Kid- 
skin, Shimmer Kidskin and Astra Kidskin. In 
there is Everkleen and Tintoretta. Newsworthy item 
on the latter leather is the announcement that the tan- 
nery will dye this suede for a manufacturer on a six- 
day delivery schedule. Sixty colors are available for 
dyeing. 

Interest at the Leather Show centered on the toned 
neutrals for volume—neutrals with green and yellow 
influences and the chamois family. Also much 
liked were the pale neutrals, bone for volume and a 
lighter, grayer tone. Sampling was very good also on 
the foam or frost tones, pink, blue, 
The dark horse of 
blue and 


ranges in the 


new 


suede 


very 


the pale pastels 
yellow and mint ice, 
the Show grayed 
wedgwood shade. 


a pale green. 


was blue—loden dior, a 


AMER COMPANY. Jet black tells the 
kid color story at this tannery. A variety of textured, 
as well as smooth, leathers was shown by Charline 
Noteworthy in the kidskin textures 
unique crocheted effect and Shadow Net, a new fine 
texture. Broadtail, the familiar bold grain, has become 
a classic, Miss Osgood noted. 

Report from the tannery on Amer’s kangaroo line, 
made special mention of chestnut, a new medium brown, 
lighter than walnut and darker than cognac. Also news- 
worthy was the livening up of their popular tangerine 
shade. 


WILLIAM 


Osgood. was a 


ARMOUR LEATHER COMPANY. Everything 
points to a big season in the beige-to-brown family, 
with bone again an important volume color, according 
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Are Fresh and Varied 


to Duane Miller, company style expert. All colors wil! 
have a lightened, whitened look. Pastels—especially 
pink, blue, orange and green—will play an important 
role in spring-summer 1961 women’s leathers. White 
feather, a very neutral off-white, promises to be a good 
promotional color and is shown in all the women’s lines 

In new leathers there are Bella, a very supple, wax) 
tannage with a small print; Kobblers Kip with a new 
kind of wax developed by Armour; Shadotique, with a 
deep look-into-look, for women’s high style shoes. Many 
new colors have been added to the Beauskin, Bonnie- 
skin, Poliskin, Flora, Delwan and Kismet lines. A new 
embossed perforated basketweave will be featured in 
a range of colors. 


BREZNER DIVISION, Allied Kid Company. Twenty- 
nine colors have been developed in the smooth leathers, 
according to Dorothy Campbell, assistant fashion di- 
rector. These include bone, cologne and nougat, Brez- 
ner’s best neutrals; foam pink, foam blue, foam yellow, 
blithe blue, lavender and mignonette. The 
brushed leathers—Shag and Napoli—mainly in men’s 
weights, include the pale drys, coolers and grape tones 


sweet 


COLONIAL TANNING COMPANY. Fashion's lady- 
like look of smoothness and elegance is reflected in 
leathers for spring and summer 1961, according to Jane 
Wheeler, fashion director. Black patent leather with its 
improved finish for year ‘round wear is still a strong 
contender for top spot. New trends in patent leather 
find solid colors and metallics in a strong position for 
The unlined weights 
are making progress in new types of casuals that had 
their first fashion fling in foreign markets. Interest 
grows in iridescent and satin finishes for high fashion, 
resort and children’s party shoes. 

Emphasis continues on full grain glove leathers as 
the unlined shoe grows in variety. Finely grained 
crushed leathers reappear for soft unlined ties, little 
heel pumps, children’s shoes and women’s conservative 
types. Aniline in mellow tannages and wax finishes has 
depth and beauty. The growth of the walking shoe on 
a comfortable last is responsible for the emphasis on 
firm leathers for both unlined and 
footwear. Plushy napped leather, Colbuk and Spring- 
buk, gain momentum for the dressy pump and are used 
in all-over, combined with luster finish, with patent or 
textured leathers. Silka is their heavier texture for 
sport shoes, Miss Wheeler noted. 

Each season the group of perforated leathers ac- 
counts for a good volume of footwear. For next spring 
the potential is even greater. Strutter and Trophy are 
new leathers with distinct but refined textures, 
important for ties, flats, lightly detailed tailored pumps 


street shoes and dressy pumps. 


supple but lined 


two 
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and children’s shoes. Luster finishes are repeated in 
smooth and crushed, offering a new possibility for 
dressy pumps and for accent with smooth luster. Here, 
as in all the tannages, including Velka Elk, smooth 
Coletan and Colidoe, a basic sueded split, basic colors 
continue and a range of new colors has been added. 
Hearts O’Suede is a new soft velvety napped split with 
the feeling and look of elegant fine suede. Fynap, a 
strong lightweight lining leather in fashion colors and 
basic best Splits in volume colors round out the Colonial 
line of Upper and Lining Splits. 

Special note should be made of spongeable White 
Velka for duty and children’s shoes. Due for volume 
selling, it carries its own identification tag. 


R. D. EISENDRATH TANNING COMPANY. Rely- 
ing with confidence on its four tannages, this company 
makes its bid for attention in the new season on fresh 
color tonalities. Of prime importance, according to 
Ruth Kerr Fries, the firm’s fashion consultant, are the 
creamy casts of green, yellow and brown. These off- 
toned neutrals should take the fashion spotlight away 
from bone, this color authority feels. 

In matte finished Firenze calfskin, a limited range 
of colors is offered . . . for all-over or composé effects. 
In addition to classic shades, the interest is concen- 
trated on hops, a pale neutral green; circo, a whitened 
sawdust color; crema, a pale creamy neutral; and verni, 
a brilliant Venetian red. 

Sesame calf, shadow-boarded with a demi-glazed fin- 
ish for unlined shoes, is offered in a range of colors 
particularly adapted to tailored types with stacked 
heels. New tonalities include gazelle, a creamy light 
brown; aloe, a pale bone shade; nomad, a neutral spring 
sultana red, a light scarlet; turban white; 
chamois green almond, a grayed 
a golden brown; and sand dune, a 


brown; 
excelsior, a tone; 
green; wild honey, 
neutral beige. 

In smooth finished Venus calf for lined shoes, the 
color emphasis is on hops, the neutral green; sawdust, 
a chamois tone; dolphin, a mushroom brown; and 
bonazana, a golden brown. 

Shrunken grained Chinchillan is offered in 
ermine; crete, a grayed neutral brown; london gray; 
bone as well as a range of other basics. 

Strong interest at the Leather Show appeared in 
nomad, continuing in Firenze with its former name of 
bruno; newly christened nomad in Sesame and in 
smooth. Also well sampled at the Show was the new 
pale bone, crema, in the Firenze line. 


white 


JOHN R. EVANS & COMPANY. Evanesse is a 
new smooth kid tannage. An aniline type, it has a look- 
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We CAN Get a Bigger Share 


but We Must Be Boldly Inventive, Clinic Speakers Say 


N two days last month, the 
American shoe manufacturer 
was challenged to change his 
traditional ways, to create new 
packaging, to leave home the shoe 
case and sell with statistical re- 
search. He was challenged to con- 
sider a cooperative distribution or- 
ganization. He was told he didn’t 
know how to build a trade show ex- 
hibit and he was told how this 
should be done. His inventiveness, 
creativeness and boldness all were 
questioned and so was his manner 
of doing business in an age of mass 
marketing. 
His thinking was stimulated. 
The pace of the Seventh Annual 
Merchandising Clinic of the Na- 
tional Shoe Manufacturers Associa- 
tion at the Statler Hilton Hotel, 
New York, keynote 
speaker Abe Weinman, president of 
Five Star Shoe Company. He said, 
“We are going to discuss the gen- 
eration of new ideas. We are going 
to explore the techniques, the plan- 
ning, the ideas that can be used and 
adapted so that in the final analysis 
can get a better and bigger 
share of the consumer's spending 
dollar. We are going to consider the 
‘plus’ factors that we can inject into 


was set by 


we 


by ESTELLE G. ANDERSON and CHUCK HOSSACK 


our operations, that will spell the 
difference between profit and loss.” 


Tradition: Out the Window 

Just about every phase of the in- 
dustry, from the tanner to the shoe 
store customer, was challenged by 
E. B. Weiss, vice-president of mer- 
chandising, Doyle Dane Bernbach, 
Inc.. New York, at a luncheon 
speech during the second day of the 
clinic. 

Weiss told his audience shoe 
technology is advancing, automa- 
tion is coming, synthetics cannot be 
stopped, marketing is lagging, mass 
merchandising is imperative, giant 
retailers are expanding, independ- 
ents must unite, leased departments 
are increasing, packaging is out of 
date. In other tradition is 
out the window. 


words, 
The following are just a few of 
Mr. Weiss’ remarks about the foot- 
wear industry. 

® Technology: “The next decade 
will see vast changes in shoe manu- 
facturing technology. New 
thetic onstituted 
leathers 


syn- 
leathers and re 
promise revolutionary 
changes in the ways shoes are man- 
ufactered. 


“Automated shoe production must 


and will come and the new synthetic 
materials will accelerate the intro- 
duction of automation equipment.” 

® Marketing: “You cannot have 
horse-and-buggy marketing in an 
automation age. Modern mass pro- 
duction demands modern mass mar- 
keting.” 

® Department stores and 
specialty stores: “Neither of these 
two traditional outlets for footwear 
has shown a dynamic pattern of 
growth over the last 10 years.” 

® Voluntary chains: “The time 
will come when the independent 
shoe merchant will compete, as a 
voluntary chain, with the corporate 
shoe chains. If this doesn’t come 
about, then the future of the foot 
wear independent may be bleak.” 

® Giant retailers: “Giant retailers 
include variety chains, the drug 
chains, food chains, chains like 
Sears, Penney and Ward, the dis- 


shoe 


count chains, etc. 

“I believe these giant 
will, in time, account for 30 per cent 
of all footwear volume, and a higher 
percentage in some types and price 


retailers 


lines of footwear.” 

® Variety chains: “The variety 
in five years, will ac- 
count least 20 
total volume in 
types and price lines of footwear; 
and the variety of types and price 
lines of footwear merchandised by 
the 
new one-stop stores will expand.” 

® Leased departments: “The 
leased department for footwear is, 


chains alone, 
for at 
footwear 


per cent of 


certain 


variety chains in their great 


I believe, on the verge of great ex 
pansion.” 

® Self-service: “In time, a 
stantial percentage of footwear vol 


“ gsub- 


ume will be sold with varying de- 


grees of self-service. This trend 


Approximately 185 shoemen heard the 
industry's old ways challenged at the 
clinic devoted to “better ideas for a 
better share” of the consumer's dollar. 
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Abe Weinman, center, was keynote speaker. The panel mem- 
bers pictured here from left to right are: Harold Gessner, 
Oomphies; James Muir, Wolverine Shoe and Tanning Cor- 


cannot be stopped.” 

© Exposure: “No other item of 
merchandise so universally used by 
the entire population is so inade- 
quately exposed to our mobile, self- 
selection, impulsive shopper as foot- 
wear.” 

® Night shopping: “We are be- 
coming a nation of night ow] shop- 
Sut in too many of the tradi- 
tional footwear outlets, night hours 


pers. 


are too few.’ 

© Credit: “More footwear retail- 
ing must offer credit facilities. Per- 
haps your industry should get to- 
gether and underwrite a credit 
function similar to the General 
Motors Acceptance Corporation.” 

© The shoe box: 
try catering to our total public does 
such an archaic job of packaging 
In a self-selection, im- 
pulse-buying age this is 
able.” 

® Shoe fitting: “Too many shoe 
salespeople are misfitters—and mis- 
fits. Shoe fitting service is largely 

not entirely, but largely—a myth. 
This an industry, 
should finance a_ scientific study 
leading to brilliant new mechanical 
and electronic techniques for better 
fitting.” 


“No other indus- 


as footwear. 
inexcus- 


industry, 


as 


Be Bold 
audience 


The chal- 
lenged to be boldly creative by Dr. 


clinic was 
Herbert G. True, vice-president of 
the Visual Research Company. He 
the common denominator of 
great personalities who made an im- 
pact on the public was “their ideas 
and the fact that they didn’t follow 
a prescribed pattern set by others.” 
“Nothing happens in 
elsewhere unless you create some- 
thing,” he added. 


said 


business or 
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“And yet,” said Dr. True, “most 
executives know less about creativ- 
ity and how it works than about 
probably any other subject. It is 
management’s responsibility to cul- 
tivate an atmosphere that will en- 
courage employees to express ideas. 
It isn’t how old you are that counts. 
It’s how bold you are. A man with a 
real creative spark is neither too 


young nor too old to create.” 


Selling Creative Fashion 


Once the manufacturer gets bold 
and new fashion and 
products how does he merchandise 
them? 

Harold Gessner, 
Oomphies, New York, said: 


creates new 


president of 


“If a company has built a product 
for a definite market and accurately 
interprets the taste level, price and 
quality demand of that market; and 
if it uses the corresponding correct 
tools of advertising, promotion and 
company policy for that market, it 
will be successful. 

“We try to sell an 
than merchandise alone. We always 
try to relate our product to the 
changing market. We believe in the 
soft sell with the hard rock center.” 

Fred Weber, president of the 
Weber Shoe Company, Tipton, Mo., 


said: 


idea rather 


“We find in-stock to be contradic- 
tory to high style and high fashion. 
We have been able to speed service 
to handle orders instead. We also 
find it impractical to attempt to sell 
shoes in cities with less than 40,000 
people. We found the price of style 
leadership is to be imitated and 
copied. This means we must go into 
new fields of leadership and style 
with each line.” 


poration; Fred Weber, Weber Shoe Company; Herbert Lev- 
ine, Herbert Levine, Inc.; Duke Rose, Johnston & Murphy 
Shoe Company, and Ben Somers, Capezio, Inc. 


Duke Rose, vice-president of 
Johnston & Murphy Shoe Company, 
division of Genesco, Inc., said: 

“Each season we try to have in 
our line at least one new idea that 
we feel has possibilities of setting 
a fashion trend in the industry. 
When we are confident that we have 
this idea, we merchandise it 
with tool at our command— 
advertising, promotion, in-stock ser- 
vice, window material. We are con- 
fident and we transmit our confi- 
dence to the sales personnel and to 
the final customer.” 


one 


every 


Ben Somers, president of Capezio, 
Inc., said his firm’s policy is to use 
the fashion world for basic design, 
Capezio for functional design and 
the creative retailer to sow the seed. 
He said, “We have consistently 
tried to stay what we are and this 
consistency of purpose has been one 
of the keynotes of our ability to 
merchandise creative fashions.” 

The other manufacturers on this 
panel were Herbert Levine, presi- 
dent of Herbert Levine, Inc., New 
York, and James Muir, vice-presi- 
dent of Wolverine Shoe and Tan- 
ning Corporation, Rockford, Mich. 
Both told their 
merchandising creative fashion. 


own experiences 


Wasting Space? 

One of the most efficient and ef- 
fective markets for the shoe manu- 
facturer, the trade show, is being 
wasted, according to Robert Letwin, 
editor of Sales Meetings magazine. 
He pinpointed ten things wrong 
with shoe show exhibits. 

® Nobody knows why he’s exhibit- 
ing. 

® There’s comparatively little 

(CONTINUED ON PAGE 60 
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Mr. McCauley addressing the Merchandis- 
ing Clinic. Sitting beside Mr. McCauley is 
Merrill Watson, executive vice-president, 


VSMA. 


HE Federal Trade Commis- 
sion, within the past few 
weeks, has issued a set of in- 
terpretive guides outlining the basic 
requirements of Sections 2(d) and 
(e) of the amended Clayton Act. 
When these guides were written, one 
of our principal targets was to pro- 
vide the small businessman, who 
may not have specialized counsel, 
with the opportunity of familiarizing 
himself with the legal pitfalls he 
may face once he embarks upon joint 
ventures with his customers to pro- 
mote or advertise his products. An- 
other target also was the small busi- 
nessman—the customer—who ought 
to be knowledgeable as to the share 
in promotional allowances which 
should be available to him from his 
suppliers—and which thereby tend 
te preserve his competitive position. 
It was not our purpose in pub- 
lishing the guides to make every 
businessman his own lawyer; neither 
did we hope to make Robinson-Pat- 
man* experts out of every general 
practitioner. What we did want to 
do was to put within a few pages 
some of our precedents, with graphic, 
*The Robinson-Patman Act amended 
the Clayton Anti-Trust Act and also 
added certain restrictions to 
our anti-trust laws.—Editor. 


new 
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The Federal Trade Commission has issued 
new guides intended to stop the payment of 


advertising allowances to favored custom- 
ers. Mr. McCauley, in a talk before the re- 
cent Merchandising Clinic of the National 
Shoe Manufacturers Association, answered 
some questions about these new FTC guides. 


by DANIEL J. MeCAULEY, JR. 


General Counsel, 


illustrative examples of factual prob- 
lems, in order to bring a better un- 
derstanding in the business com- 
munity of part of this complicated 
statute. 


An Excellent Job 

Chairman Kintner and the 
mission delegated the spade work of 
this project to a Robinson-Patman 
Act Task Force which, in my judg- 
ment, did an excellent job and made 
a superior contribution towards the 
Commission’s accomplishing what 
Woodrow Wilson named as one of its 
most important missions—inform- 
ing businessmen of the “rules of the 


Com- 


road.” 

The guides do not attempt to en- 
compass novel or complex situations, 
the legality of which has not been 
the subject of a Commission or court 
proceeding. Therefore, in the area 
of Sections 2(d) and (e) there are 
many questions which the guides do 
not and cannot answer. 

I am sure you are all aware that 
Section 2(d) was enacted to prevent 
a form of indirect price discrimina- 
tion prevalent in the early 1930's, 
the granting of advertising allow- 
ances to favored customers whereby 
suppliers assumed expenses that such 
customers would usually bear. Simi- 
larly, Section 2(e) was enacted to 


Federal Trade Commission 


prevent sellers from furnishing fa- 
vored customers with services or fa- 
cilities which were not given to the 
favored customers’ competitors. 

Therefore, before either Section of 

the law is violated, at least two con- 
ditions must exist: (1) a 
either furnishes merchandising ser- 
vices or customer for such 
services and (2) competing custom- 
ers not offered the 
vices or payments on proportionally 
equal terms. With this premise as 
our departure point, I will now con- 
sider the questions submitted to me 
by Mr. Olson: 

1. May a manufacturer give an 
additional allowance to a re- 
tail for a_ store 
opening or for a special oc- 


seller 
pays a 


have been ser- 


customer 


casion? 

This question assumes on its face 
that the manufacturer is giving one 
retail customer an allowance which 
offered nor available on 
any terms to competitors of the 
favored retailer. The answer to the 
question, then, is “no.” 


is neither 


i Common Practice 
It is my understanding that it is 
a prevalent practice—at least in the 
food industry—for buyers or cus- 
tomers to prescribe the terms of a 
(CONTINUED ON PAGE 56 
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Important news for shoe manufacturers: 
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Flat Goodyear Design 





NEOPRENE 














Large Storm Roll Bead 


—.| WELTING 





M06. vu. 5. pat. OFF 


er. now available 


Pre-Welt for Vulcanized 
Sole Construction 











Du Pont neoprene, the long-wearing, resilient sole material used by leading 
shoe manufacturers for more than 25 years, is now available as shoe welting. 
Neoprene welting promises the same excellent combination of properties 
found in neoprene soles — resistance to oil, chemicals, abrasion, cold- 
weather stiffening and cracking — plus these advantages over conventional 
welting material: 


i, Neoprene welting is flexible at low temperatures and protects 
against water, weather, oils, acids, rotting, peeling and fatigue. 


a Neoprene welting is easily bonded to composition soles, and 
flexes compatibly with these sole materials. 


3. Neoprene welting offers production economies — preformed 
and ready for immediate stitching to the upper . . . eliminates 
beating-out operation. 


4. Neoprene welting is supplied in continuous rolls — assures 
uniform quality, eliminates waste of short lengths. 


Investigate the important economies and durable shoe constructions now 
possible with neoprene shoe welting. For information on a source of 
supply, write E. I. du Pont de Nemours & Co. (Inc.), Elastomer Chemicals 
Department BS-1, Wilmington 98, Delaware. 


NEOPRENE 


SYNTHETIC RUBBER 


Better Things for Better Living . .. through Chemistry 
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Profile: Robert N. Bass 


(CONTINUED FROM PAGE 48) 


two miles to get to the trail and 
then walk to the top of the ski trail. 
This didn’t deter them. Seventy- 
seven showed up for our first race. 
Shortly after that, we bought a little 
rope tow.” 

In 1952, Bob was elected president 
and served for four years ... from 
1952 to 1956. They forged ahead. 
Developed a better road. Devoted 
more time to planning. Then, the 
Ski Club suggested that now was 
the time to do something about 
financing. Out of the Ski Club, they 
organized the Sugarloaf Mountain 
Ski Corporation, in the spring of 
1955. They sought local people, as 
well as those from other parts of the 
state and the nearby states. Bob was 
elected president of the Corporation. 
They bought their first T-Bar lift in 
time for their first winter operation 
in ’55-’56. Since that time, they have 
added two more lifts. The Area 
Development Committee has added 
several new trails. Skiers pay for 
whatever they use riding the 
lifts, food at the concession, lessons 
at the ski school, apparel at the shop 
concession. The Corporation’s gross 
income in the past four years has 
increased 450 per cent. Planning for 
each season starts at the 
winter. Everything has to be planned 
and executed before the first snow- 
fall. “We have laid out a two-year 
construction and finance program,” 
says Bob. “This requires a good deal 
of planning, meetings and working 
out of details. The net worth of the 
Sugarloaf Mountain Corporation is 
about a quarter million dollars.” 

As to G. H. Bass & Co. John R.., 
George H. II and Robert N. intend 
to do what they have been doing... 
only bigger and better. They are 
dedicated to maintaining their 
motto: “The best possible shoe for 
the purpose.” 


close of 


Do’s and Don’ts 


on Ad Allowances 
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manufacturer’s promotional program 
and insist on special allowances for 
the customers’ special sales. When 
a customer solicits a promotional al- 
lowance from his supplier and the 
customer has reason to believe that 
neither the allowance nor any equiv- 
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alent alternative has been offered to 
his competitors upon terms required 
by the statute, the manufacturing 
supplier faces a probable law suit 
by us for violation of Section 2(d) 
and the customer may be charged 
with violating Section 5 of the Fed- 
eral Trade Commission Act. 

If the likelihood of a Commission 
complaint against the supplier is not 
a sufficient deterrent, perhaps I need 
only point out the increasing trend 
in treble damage proceedings brought 
under Section 4 of the Clayton Act 
for violations. 

If I were to leave only one thought 
with you today, it would be to cau- 
tion all suppliers against negotiating 
with a specific customer for promo- 
tional allowances on the customer's 
terms and giving him an allowance 
which, by its very terms, cannot be 
proportionalized and offered to the 
customer’s competitors. 

Guide 6, with further elaboration 
in Guides 7, 8, 9, 10, 11 and 12, sets 
forth what action a manufacturer 
must take when he gives an allow- 
ance to any of his customers. Guide 
16 covers the liability of customers 
inducing a promo- 
tional allowance. 

2. A manufacturer 
his product to a retailer lo- 
cated in a small Iowa town 
and a mail order house selling 
out of Chicago. An advertis- 
ing allowance is given to the 
mail order house and not the 
small retailer. What are the 
consequences under Section 2 
(d)? 

The answer to this question de- 
pends upon whether or not the two 
customers compete with each other. 
Despite the difference in the cus- 
tomer’s methods of distributing the 
manufacturer’s merchandise, the 
facts might demonstrate that both 
the small midwest retailer and the 
Chicago mail order house are in com- 
petition for the purchaser's busi- 
ness. Therefore, the retailer should 
be offered the opportunity of par- 
ticipating in the manufacturer’s pro- 
motional program. 

The decision of the Commission in 
Liggett & Myers Tobacco Co., Inc.,' 
significance in considering 
problems raised by this question. In 
the Liggett & Myers case the Com- 
mission held that cigarette vending 


discriminatory 


distributes 


is of 


| Liggett & Myers Tobacco Co., Inc., 
Docket No. 6642, 
September 9, 1959. 


order issued 


machine operators and _  over-the- 
counter retailers competed in resell- 
ing cigarettes. This decision clearly 
shows that where different distribu- 
tion channels are involved, the Com- 
mission will determine the existence 
of the competitive relationship 
among a manufacturer’s customers 
only after a close look at the facts of 
the case. Unquestionably, it would 
be the wiser course of action for 
manufacturers selling to both re- 
tailers and mail order houses to 
resolve any doubts and consider both 
types of customers as competitors 
and include within any promotional 
program equivalent benefits to each 
3. How do you define a trading 
area in order to comply with 
the Act? 
2(d) and (e) speak in 
terms of competing customers and 
do not refer to trading areas. The 
question of whether customers resell 
a manufacturer's products in com- 
petition with one another will usual- 
ly depend upon the facts surround- 


Sections 


ing each manufacturer's distribution 
system. Guide 12 generally 
with this topic and, any 
doubt you might have, I neither in- 
sisted that the first example under 
this guide refer to a shoe manu- 
facturer in order to make my re- 
marks more timely, nor is this a 
suggestion that members of this in- 
dustry are prone towards violating 
the Robinson-Patman Act. A manu- 
facturer usually is the most informed 
party with respect to areas in which 
his customers compete. If he offers 
his promotional program within one 
metropolitan area and is careful not 
tc exclude any customers located on 
the fringes of the area, such precau- 
tions will generally meet the require- 
ments of the Act. 

4. Is it permissible under Sec- 
tion 2(d) for a seller to offer 
advertising allowances vary- 
ing in percentage on the basis 
of customers’ volume of pur- 
chases? 

In three Commission cases against 
manufacturers of wrist watches, the 
Commission held that such payments 
under such circumstances did not 
meet the requirements of Section 
2(d).* The illegality of the arrange- 
ment rested upon the fact that com- 

(CONTINUED ON PAGE 58 
2 Bulova Watch Co., Ince., 48 F.T.C 

Reps. 971; Gruen Watch Co., 48 

F.T.C. Reps. 979; Elgin National 

Watch Co., 48 F.T.C. Reps. 990. 


deals 
despite 
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Confidence 


You can't buy it. It comes from experience. Every one of the 7,892 Wellco doesn’t want to gobble them up. They're never squeezed, 


Welleo dealers has it. Most of them are experienced, independent, high pressured or told what they must buy or cannot buy. This 
small businessmen who have won the confidence of 


taeda cooperative spirit has produced the friendliest manu- 
their customers the hard way. And they have con- [Readers facturer-retailer relationship in the industry today. 
fidence in Wellco. They know from experience that a . . 


Built mainly on confidence. 


you can be confident of growth with Wi & j le <> 


Foamtread’ Slippers 


©1900 WELLCO SHOE CORPORATION, WAYNESVILLE, N.C 


. In Canada, Foamtread Slippers are made exclusively by Kaufman Rubber Co., Kitchener, O- 
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Do’s and Don’ts 
on Ad Allowances 
(CONTINUED FROM PAGE 56) 


peting customers of the respective 
watch manufacturers did not receive 
the same percentage or proportion of 
their purchase volume. Thus, com- 
petitors received varying amounts of 
advertising allowances for furnish- 
ing the manufacturers the same 
basic service or facility. Lacking 
any equality of proportionality of 
payments between customers com- 
peting in the resale of the manufac- 
turer’s products, violations of 2(d) 
were found. 

Guide 9 deals with the subject of 

MOREE — re 


FREE »cr BOOKLET! 


¢ — A to a Fabric Shoes” 


& BARRON CO. 
166 iso Vole St., Providence, R. 1. 


6 et fet OFF 


because White Shoe Care 
is EASY 7) i ble 


Vise 


proportionality and specifically in- 
cludes as an example of dispropor- 
tionality a promotional allowance ar- 
rangement where the allowances 
were payable on a varying per- 
centage dependent upon the custom- 
er’s total volume of purchases. 

5. Does Section 2(d) apply to 
consignment transactions be- 
tween a manufacturer and a 
retailer? 

Section 2 (d) applies where a 
product is sold by the supplier to his 
customers and usually involves pay- 
ments for merchandising services in 
connection with the customers’ re- 
sale of the product. To my knowledge 
there has been no Commission case 
in which 2(d) has been applied to 
consignment transactions. This 
should not be construed, however, as 
giving a manufacturer a legal li- 
cense to use consignment selling as 
a means to injure, destroy or re- 
strict competition. Several decisions 
have been rendered by the courts 
which uphold the right of the Com- 
mission to outlaw as an unfair meth- 
od of competition practices which 
violate the policy of either the Clay- 
ton or Sherman Acts. I would, there- 

(CONTINUED ON NEXT PAGE 
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fore, caution each of you not to em- 
ploy discriminatory practices in the 
marketing of your products through 
the use of consignment arrange- 
ments or any other means on the 
thought that Section 2 of the Clay- 
ton Act may not apply. 

The Commission has been armed 
by the Congress with a broad statu- 
tory grant of power under Section 5 
of the Federal Trade Commission 
Act to prohibit unfair methods of 
competition and it has not been hesi- 
tant to proceed under this section 
against nefarious practices which 
might not be within the terms of 
Section 2 of the Clayton Act. 

6. Where a manufacturer bases 
promotional allowances on his 
customers’ year’s 
total purchases (of the par- 
ticular product), what steps 
must be taken when the cus- 
tomers’ volume of purchases 
either decreases or increases 
during the year in which the 
allowances are paid? 

Guide 7 points out that Section 
2(d) does not set forth any single 
standard upon which proportionaliza- 
tion of payments must be based. The 
statute only requires that the same 
standard or base be applied in mea- 
suring the proportionality of the 
payments to competing purchasers. 
Therefore, a manufacturer may use 
the volume of purchases by custom- 
ers so long as the identical period of 
time is adopted for all customers. In 


previous 


order to avoid possible excessive pay- | 


ments to customers whose volume 
changes materially during the period 
in which the allowances are made, 
manufacturers should periodically 
review customers’ current purchases 
and adjust his allowances accord- 
ingly. 

7. May advertising 
ance be conditioned on a cus- 
tomer either ordering a mini- 
mum initial order or carry- 
ing a specified representative 
stock of a supplier’s products? 

Guide 9 deals with the subject of 

making promotional allowances 


an allow- 


available to all competing customers. | 


Where the promotional allowance is 
so conditioned that, as a practical 
matter, it forecloses a substantial 
number of the manufacturer's cus- 
tomers from participating in the 
promotional program, the Commis- 
sion undoubtedly would consider the 


plan tailored and thereby not avail- | 


able to all competing customers. 
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In Guide 9, sellers are warned 
about drawing up a plan which, by 
the way the plan operates, eliminates 
competing customers. In addition, 
this guide includes as an example a 
type of condition similar to the one 
suggested or prompted by this ques- 
tion. 

If the guides were synthesized to 
one general statement, they suggest 
the following “rule of thumb” to 
any seller when he establishes a pro- 
motional allowance program for his 
customers and that is—make cer- 
tain that the program contains pro- 


visions whereby all competing cus- 
tomers willing to participate in co- 
operative arrangements with their 
suppliers to promote their products 
find on proportionately equal terms 
some portion of the program usable 
or suitable for their type of busi- 
ness establishment. 


Richard Marowitz, who spent 10 
years in the shoe business in San 
Rafael, Calif., has joined his father, 
Maury, in partnership at Maury’s 
Shoes, Norwalk, Calif. 
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We Can Get 
a Bigger Share 
(CONTINUED FROM PAGE 53) 

good advance promotion. 

® No imagination is used in the 
displays. 

® Hauling displays becomes so 
much of a concern, there’s no con- 
cern about selling. 

® Merchandising information isn’t 
available in the booths. 

® Customers aren’t given any rea- 
sons to buy. 

® There aren’t 
tions of any kind. 

® Fashion tie-ins are forgotten. 

® Customers see no fashion stim- 
ulators. 

® No helps are available for the 
customer to take home. 


any demonstra- 


Things to Do 

Before he goes into another trade 
show, the shoe manufacturer who 
wants a successful exhibit had bet- 
ter establish a clear, attainable ob- 
jective; consider the market: con- 
sider the budget; consider the prob- 
lems of the people coming to the 
show; determine what aid he can 
give customers to solve their prob- 
lems; consider his competition; be 
creative; determine what personnel 
will man the exhibit, what they’ll 
say and how they'll be prepared for 
it; decide who is going to do what; 
decide who is going to do the things 
necessary to make the show success- 
ful and when they are going to do 
them. 

Mr. Letwin also told the clinic 
audience things they should not do 
in preparing an exhibit and things 
they should think about. It boils 
down to this: They should analyze, 
think, plan, create, utilize and then 
sell. They should be bold, progres- 
sive and inventive. They should be 
originators instead of followers. 
They should stop wasting their 
space on the trade show floor. 

When planning for any show, 
manufacturers, said Mr. Letwin, 
should consider the local market be- 
cause 75 per cent of the audience at 
any show, national or regional, 
comes from within 150 miles of the 
show. 

* Does he mean there are no na- 
tional shows? 


Statistics Sell Shoes 


The application of statistical re- 


search to the shoe manufacturer's 
marketing problems can give the 
company’s salesmen a useful tool 
for selling shoes and selling to out- 
lets. He doesn’t need a case full of 
shoes to land a customer if he has a 
case full of figures—figures that tell 
the right story. This was the story 
told by Roy St. Jean, manager of 
market and sales analysis, Brown 
Shoe Company. 

According to Mr. St. Jean, the 
system, one that makes statistics 
tell a story, is based on the idea that 
the retailer and the manufacturer 
are in partnership and there shouid 
be more consolidation of effort and 
more working together. The sales- 
man sells an idea and an opportu- 
nity. He goes into the store with a 
plan that’s been tailor-made for the 
particular market and he sells fu- 
ture profit opportunities. 


Improving Their Lot 

In this age of mass marketing can 
the smaller manufacturer strength- 
en the position of his retail cus- 
tomers—and of himself? One clinic 
panel tried to answer that question. 

According to William A. Rossi, 
field editor, BooT AND SHOE ReE- 
CORDER, things will get a lot worse 
for the “small” businesses 
they get any better. He 
dwindling number of small producers 
and smal] manufacturers who will 
fail because “they are out of tune 
with the demands of the new era and 
crends.” 

After the weeding out of the weak- 
lings is through, however, Mr. Rossi 
sees a future for the small 
nesses. He said, “Those who remain 
will be a new, hardy breed; will be 
among the toughest competitors in 
the shoe business; and will enjoy a 
greater-than-ever prosperity.” 

In order to be a successful and 
prosperous survivor, a firm must 
specialize, establish strong identifi- 
cation, apply modern managerial 
know-how and recognize and adapt 
to a swift-changing industry, ac- 
cording to the editor. 


before 
forsees a 


busi- 


Try a Cooperative 

Clarence B. Weil, president of 
Shoe Buyers, Inc., a _ voluntary 
chain, described the procedures his 
organization follows in buying and 
distributing shoes. He offered the 
smaller manufacturers a new idea 
for strength. He suggested they 


form distribution cooperatives. 

“If five or six shoe manufacturer 
cooperatives were to be created,” he 
suggested, “not only would the in- 
dependent manufacturer improve 
his competive position but he would 
push certain manufacturers encum- 
bered with the preponderance of 
chain of command, nepotism, lack 
of mobility and antique selling 
methods far into the background.” 

Richard J. Potvin, president, R. J. 
Potvin Shoe Company; William 
Scheft, president, H. Scheft Com- 
pany; Irving Brown, president, 
Coward Shoe Company; Harvey 
Evans, president, L. B. Evans’ Son 
William Sheskey, 


Company, and 


vice-president, Commonwealth Shoe 


& Leather Company, all added ideas 
for strengthening the retail 
tomers. The ideas included: creat- 
ing a brand image and giving it per- 
providing in- 
establishing 


cus- 


sonality; adequate 
stock 
manufacturer-retailer contact; 
vertising to pre-sell the product; 
markup; 


service; close 


ad- 
providing sufficient con- 
solidating the line to conform to the 
needs of the retailer, and discussing 
the with the 


retailer. 


new season's plans 


Promotions Need Backing 
also 
The 
fashion magazine representatives 
and the representatives of the Na- 
tional Shoe Institute Leather 
Industries of America showed what 
being 
style, color and 
Whatever is 
magazines 
it falls 


active 


Industry promotions were 


given a once-over at the clini 


and 


has been done and what is 


done to promote 
most important, sales. 
done by the 
and by the industry groups, 
short of the mark 
and enthusiastic participation by 
the manufacturers and the 
ers, the message they 
sented. 

Mel Salzman, director, LIA, said, 
“An industry promotion is a pro- 
gram of action that provides the 
retailer with a dynamic selling 
handle to move more shoes from his 
store. Industry promotions offer 
the manufacturer a chance for con- 
tinuous pre-selling in all media to 
reach the consumer and the retailer 
at the same time.” 

A successful marketing program, 
said Carl Smalheer, vice-president, 
Robert Heller & Associates, Cleve- 
land, O., 


consumer 


without 


retail- 


was pre 


must have four essentials. 
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They are: sales forcasting; dy- blue and brown sugar. Chamois is ors. Juneau, still another embossed 
namie distribution; a means to offered as a strong accent for both leather, has a finer grain than Crush- 
measure performance and sound black and navy. Cashua calf, a ette. Finest of all the grained em- 
organization. straight aniline with no finish, has bossed leathers is Ozaukee. New 

There were other speakers heard been developed for unlined shoes. Desertan for women, in regular and 
from and a lot more words were Scotchgard treatments, is said to 
said but they all added up to a chal- GENERAL SPLIT CORPORA- have improved nap and feel and more 
lenge. Times are changing, trends TION. News at this tannery in- level color. 
are varying, merchandising is fluc- cludes several new embossed leath- A perforated buck leather comes 
tuating, science is progressing. As ers. One of these, Gluvmoc, is also in white and a large group of colors; 
Mr. Rossi put it, “The truth is that made with a luster finish. Both types another perforated leather in natu- 
shoe business is undergoing a pe- include a range of colors in addition ral, white and tan. Sidetan, a smooth 
riod of historic upheaval in a new to black and white. Crushette, a sec- finish leather, is suggested for wo- 
era of merchandising and business ond embossed leather, is also avail- men’s dress and casual footwear and 
operation, It’s no longer a matter able in high fashion and staple col- (CONTINUED ON NEXT PAGE) 
of repainting the old store, but of _ 
reforming the management.” : 

The clinic speakers said, in short: Customers Hard -to-Fit? 
Here are our ideas for meeting the 
challenge. Think about them. Are r Recommend 
your management policies up-to- 


date, flexibie and ready to meet the ' (\ \ : =“ 
coming changes? Are you hiring - Cwn- a va Ss 
scientifically, selling scientifically, . 

strengthening your outlets and giv- YS a Exclusive Foot- Balance ® 
ing your customers a product they 


want at a price they want to pay? SHOES with 


4 ® 
Spring Leathers, Colors Genuine “gi pPLe 


Are Fresh and Varied 
CONTINUED FROM PAGE 51) ‘ Sole 

into quality, according to Charline 
Osgood, the firm’s fashion adviser. 
For its first season it is confined to 
three colors: peanut, a volume beige; 
pompeii, a high fashion clay tone 
that goes with navy; desert, a smoky 
classic. The same colors appear in 
the Brogandi line. 

Also in Brogandi is a range of 
new earth tones: blaze, an orange 
red; paprika for young shoes and 
goldenrod yellow. Neuter, an off-beat 
bone; bronte, a warm middle brown, 
and brown beauty also make their *TM Ripple Sole Corp 
début. 


Baby Kid is a new deer tannage of Even hardest-to-fit customers write us that they never dreamed 
kidskin. It is being made in natural | walking could be so effortless! That's because Alden-Pedics with 
deer color only. Genuine RIPPLE® Soles are scientifically designed to FIT . . . both 

the foot specialist's prescribed corrections and your customer's feet! 


A. F. GALLUN & SONS CORPO- 
RATION. Frosty Calf is a new lus Add to this RIPPLE® Sole's tested, proven advantages and you'll 
: understand why so many doctors ‘‘live in'’ as well as recommend 
these shoes: 


ter leather from this company. It 
is being made in a range of colors, 
Emily Bryant, fashion director, re- Resilient ridges depress when stepped on, then spring 
ports. These include dolphin, a back to absorb walking shock, add spring to the step 
taupe-y shade; white putty; black and provide best possible traction. 

sheen, suggested for transition sum- 
mer-into-fall shoes; a range of pas- 
tels. In Strato, a waxy calfskin, | 
white shadow and duckling, a cream | For free RIPPLE® Sole folder write: 

color, are new pale shades. In the | RIPPLE SOLE CORPORATION 


| 
deeper and brighter shades in this | 
leather, there are tulip red, truly DETROIT MICHIGAN 


For further information on shoes write: 


C. H. ALDEN SHOE CO., BROCKTON, MAS». 
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hildren’s shoes. 


L. H. HAMEL LEATHER COM- 
PANY. News here is a new aniline, 
Aura, on lambskin and kid. It is 
being made in a range of colors, all 
of which are good, according to 
George Hamel. It is being used for 
quarter and sock linings. Also news 
is the fact that kid linings are very 
much in demand for men’s shoes to 
make a lighter shoe. 


HAUS OF KRAUSE. Colors in 
plush Pigmillion Pigskin are cool, 
clear and clean, according to Sylvie 
Hamilton Gallagher, fashion direc- 
tor. They include eight repeated 
colors and ten new ones. The repeat- 
ed are: black thunder; dude gray; 
true white; corn cob, a beige with 
some green in it and slated for vol- 
ume; sand storm; mauve sachet; 
covered wagon; scarlet feather. Re- 
sults of sampling at the recent 
Leather Show point to a growing 
recognition of the importance of 
mauve sachet. 

New colors are: cracker; indian 
trail, a spring version of the fall 
river bed; buttermilk sky; green- 
back, a new cool spring green; dan- 
delion; jamboree, pink but not a 
shocking shade; sunrise, orange 
sherbet tone; mountain stream, lit- 
tle mauve influence; sapphire sky; 
hot tamale, not cool, almost as much 
orange as red. Hot tamale is sug- 
gested as a needed new red neutral 
to use with white, black patent or 
bone trim. The Scotchgard treat- 
ment is used on all the colors. 


HITEMAN LEATHER COM- 
PANY. Poppy Seed calf is an en- 
tirely new presentation for the com- 
ing spring. “It is a regular fine Hite- 
man calf peppered with a blending 
or contrasting color,” is the descrip- 
tion given it by Dorothy Fox Davies, 
style director. Starting with seven 
colors, it will also be made as black 
on white and light beige on a deep 
beige. It lends itself beautifully 
to trim, according to Mrs. Davies. 

As a special promotion color a 
new, very beautiful, feminine, wear- 
able neutral, “nude,” has been intro- 
duced. It was developed in coopera- 
tion with Hanes Hosiery which has 
been very successful with a stocking 
color, “nude,” in the same pale flesh 
tone. It has “fabulous” promotion 
possibilities, Mrs. Davies considers, 
and can be an “eye catcher” when 


62 


worn with black, navy, all pastels 
and white. It can give an almost 
bareleg, barefoot look, tying in with 
the current bare arm look. 

Other colors in the Hiteman spring 
line include french bisque, a true 
soft beige, good for combinations; 
creme brule, spring version of top 
selling swiss chocolate; green ice, a 
soft grayed-down watered green. A 
new spring gray is rain and slated 
for good business. Four subdued 
lively tints with an Oriental flavor 
have been introduced: strawberry 
red, china doll blue, jade green and 
kumquat. Continued colors include 
flight blue; basque red, now become 
poppy red. 

In the lustre, or pearl, finishes, 
“very black pearl” is a “truly, truly 
black” which looks even blacker when 
finished. Pearlized finishes will in- 
clude all the spring colors in the 
Hiteman line. 


E. HUBSCHMAN & SONS, INC. 
The way colors are used, the way 
they are balanced and the propor- 
tions in which they are used, is the 
most important thing to remember 
about colors, according to Jean Olds, 
fashion director. White will be made 
in White Dimension and regular 
smooth calfskin. In the neutrals, 
bone is a classic used alone. Mist, 
between white and gray, carried over 
from spring 1960, is a wonderful go- 
with color, she notes. Other neutrals 
are white tiger; mushroom; almond 
with the pink tone liked in Europe; 
fawn, good with almond; ascot gray, 
a good combination with other neu- 
trals. 

Warmer colors include new hay, 
a straw color that could be used with 
straw material; goldust; golden calf, 
good with goldust; bombay, also good 
with both; spring brown, pretty to 
combine with goldust, mist and 
white. In the red browns are red 
pottery, benedictine and walnut, at- 
tractive combination with white and 
cream. 

The brighter colors show a refined 
gypsy look: red rose; basque; cela- 
don, a soft grayed green, good with 
neutrals and pastels; morning glory 
blue, with more color than wedg- 
wood; green tea, softer than kelly; 
lacquer red for resort and summer; 
dynasty, lighter than flight blue. 

Matador is Hubschman’s leading 
unlined leather and is made in an 
extensive range of colors in addition 


to white and black. In Lumina luster 
leathers, there are five colors: 
goldust, bone, pink, light blue and 
flight; also white dimension. Slated 
for special promotions are: new hay, 
goldust; morning glory blue; green 
tea; lacquer red. 


IRVING TANNING COMPANY. 
Pliability is the theme of this com- 
pany and HUNT-RANKIN LEATH- 
ER COMPANY for spring 1961; pli- 
ability in leather and colors that 
seem almost transparent in hue, ac- 
cording to company spokesmen. Kitty 
Kat is newsworthy as a new soft 
crushed leather destined for medium 
heel city pumps as well as play shoes. 
Another fashion headliner is the Ir- 
ving Tanning Company's new un- 
lined feather leather with sueded 
flesh backing. There is also a new 
unlined Infanta—the nearest leather 
to calf that this company makes. 

In colors there is also a feeling 
for soft hues. These include 
new egyptian scroll, a buttery bone; 
daiquiri, a lemon and lime shade; 
bean, a bit darker than lime, 
lighter than moss; and a company 
favorite, pebble This pale 
gray color and stromboli, gray with 
a touch of pink, should be watched 
because of the importance of light 
gray tones for spring. Other light 
colors are lemon mist, lighter than 
last year’s lemonade, a competitor to 
bone; white bark. 

Srighter colors for play shoes are 
greenstone, a yellow 


basic 


sO0y 


stone. 


purple 
green; powder puff blue, pale yet 
vivid; hurricane blue, color of the 


cow: 


Mediterranean; elfin lilac; daytona 
green, muted turquoise; brimstone, 


classic wine red. 


A. C. LAWRENCE LEATHER 
COMPANY. Color for spring 1961 
can be divided into five categories 
plus white, according to the recent 
presentation of women’s leathers by 
Dorothy Anderson, fashion director. 

1. Pale neutrals with a hint of 
color are important in all the lines. 
In Devon Calf and Gadabout there is 
white tiger, cologne and moss. Cas- 
bah and Amadora have dune, min- 
now, leghorn, moss and twig, a light 
neutral brown. In Pearl Seed, a 
new small-textured luster, and Moon- 
beam Ranchide, a very pale endive 
and silver leaf green have been added 
and look like strong competition to 
bone. 
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2. Pale pastels shown throughout 
the Paris and our own American 
fabric collections appear in both 
Pearl Seed and Moonbeam Ranchide 
lusters. 

3. White. This 
emphasis in two new spongeable 
white leathers. Devonaire, a new 
polished lightly textured calfskin for 
unlined shoes is one. (This leather 
is also shown in the new neutral and 
perennial classic colors.) The other 
news in white is the new permanent 
white finish on patent leather—Super 
White Diamond Patent. This leath- 
er, testing, has remained 
white, never turning yellow. 

4. Bright 


is given strong 


under 


colors, selected by the | 


sportswear market and the brilliant | 


authentic Thailand will 
complemented, Mrs. Anderson 
lieves, by the pale neutrals or the 
Super Black Diamond Patent leather. 

5. Blushing beiges are gaining in 
importance and appear blend 
heige in Devon Calf; beigetone in 
Finessa; peach tan in 
Calf; sandal tan in Teeko. 


colors 


as 


be | 
be- | 


Devonaire | 


6. Classic leather tans range from | 


a continuation of the golden tans 


through the green-influenced tans to | 


sienna, a more coppery tone fea- 


tured in both calf and side leather | 


lines. Sienna is expected to have an 
early start in suit and walking shoes 
and as trim in more classic specta- 
tors. 

The tone-on-tone 
freshly interpreted in a combination 
of blend beige and white tiger Devon 
Calf. Greater fashion significance is 
anticipated for the two or three- 
toned shoe by Mrs. Anderson, in com- 
binations of the current pale neu- 
trals and white used with classic 
darker and black patent 
leather. 

In spite of the strong trend to un- 
lined shoes, linings are most impor- 
tant in many spring shoes. Topline 
is a new tannage, polished, light, 
super-strong, in both plain and an- 
tiqued finish. Colors have been 
chosen to blend with the season’s 
fashion colors. 

G. LEVOR & COMPANY, INC. 
Color and texture are both in the 
news at this tannery. Starting with 
colors, “never have colors been pret- 
tier, or more varied,” says Billy 
Howard Frankel, fashion director. 
White the whitest white, she 
notes, and there will be more than 
ever sold. Pale, pale shades come 


colors 


is 


July 15, 1960 


shoe has been | 





next: bone continuing; new demi- 
tints like cobweb, cucumber and hon- 
eydew. Pastels are in clear sweet 
tones like pinky, a mauvey tone, and 
foam yellow. Brights for casual 
shoes include coral, mint and madri- 
lene. Then there are soft, young 
browns; soft wedgwood and chame- 
leon. 

“Textures are a delight this sea- 
son,” Mrs. Frankel notes. There is 
Flexy Kid, a fine shrunken grain, 
being made in a full color range. It 

(CONTINUED ON NEXT PAGE 





BALLET SLIPPERS 


(Pointed or Blunt) 


ACROBATIC SANDALS 


See them all but look us up for Ballets 
and Sandals. All sizes and colors avail- 
able, also men's sizes in the Sandals. 
Samples on request. (Est. 1945) 


HOLLYWOOD PRODUCTS, INC. 


COLUMBUS 16, O. (Factory) 














“for Niceness in Shoes” 


Write for catalog 
and name of nearest 
representative. 
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ST. LOUIS SALES OFFICE: Suite 700, 503 N. 12th St., St. Louis, Mo. 
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hines brightly in black and white 
with the new Ciré finish. Two-tone 
Duplex is a hand-shrunken, unlined 
weight, growing in importance. It 
is offered in black, brown, cologne, 
scarlet and wedgwood, all of them 
white on the sueded side. 

Brand new and widely acclaimed 
since its introduction, is Brasilia, of 
rare quality Brazilian Cabretta, a 
matte texture with natural finish, 
made in the entire range of spring- 
summer colors. It is easily cleaned 
with a damp sponge; is obtainable 
with or without Scotchgard finish. 

In Luster Kid, the colors will be 
white, neutra, and 
black. Calf, a fine smooth 
calfskin, will be made in white, bone, 
blonde and cobweb. With signs of a 
strong suede revival in Europe, vel- 
vety Vorella should be given special 
attention. 


bone, cobweb 


Clover 


J. LICHTMAN & SONS. 
in these leathers will be clear, light- 
ened and colorful for spring-summer 
1961, according to company spokes- 
men. Several new and interesting 
tannages will be in the Berkshire 
leathers; great emphasis being laid 
on the neutral and medium 
color families, according to 
and Robert Lichtman. 

The Berkshire Taconic line of fine, 
supple full grain aniline glove leath- 
ers will feature bone; a light, sandy 
mojave; neutral 
range of browns. Two greens 
bana green, in a clear lightened ver- 
sion, and alpine, a repeated 
green. 

The Premier series of full grain 
glove leathers has a rich assortment 
of new colors and color ideas. Addi- 
tional sparkle has been added to this 
series with an entirely new group of 
glowescent which 
white, misty light cosmos in the neu- 
trals and pink ice and blue ice. 

Berkshire Taconic Knobby is a 
new tannage expected to create much 
interest in the spring Taconic line. 
It is especially adapted to luxurious 
draped treatments because of its 
subtle shrinking, distinctive fluffi- 
ness and stag-like hand. Premier 
Capri is a new tannage in the Berk- 
shire Premier line, offered in the full 
Premier color range, including the 
new glowescents. It is a full-grain, 
premium shrunken glove leather 
ideally suited for women’s pumps, 
flats, spectators and handbags. In 


Colors 


brown 
Jules 


several shades; a 


ur- 


loden 


colors include 
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Berkshire Premier Pandorra, a prac- 
tically priced medium weight crushed 
leather has been recently introduced 
and is gaining much popularity for 
women’s casual, sandal and flat heel 
The Premier line in- 
cludes Premier Knobby, a perennially 
popular lightweight full grain glove 
leather for and flats. Em- 
bassy Crescent is a new leather, 
planned for economy cutting. It is a 
subtly leather in a wide 
range of spring colors. 


shoes. also 


sandals 


boarded 


OHIO LEATHER COMPANY. 
Women will tone in the neutral shoe 
colors with the color of their clothes 
this coming spring and summer, ac- 
cording to Naomi Sloan, fashion di- 
rector. The primary fashion look is 
the pale look for both light and dark 
clothes, she said. 

A new unlined 
slightly waxed, with a very delicate 
texture, is made in white, 
black and polished calf- 
skin new colors are hemp, blended to 


leather, Urbana, 
being 
colors. In 


green; écru, a pale beige; custard 
and wheat, a 
white pepper, a 
will be continued. 


Bone and 
off-white, 
these will 
right 
trims will be 


pale tan. 
gray ed 
All 


resort 


be 


good colors from into 

summer. White 

with them all. 
Other Miss 


Sloan are the continued linden green, 


used 


colors presented by 
an attractive blend with new hemp, 
and graham cracker for 
shoes. Staple trims white 
continue to nutshell, tropic 
Wheat is 
gested as new on white. 
browns for dressy shoes are cocoanut 
and filbert. 
in polished calfskin are scarlet for 
year ’round wear; flame, a more con- 
servative red; flight blue, a classic 
navy; indigo, lighter than navy and 
a good trim on white; standard grey 
sky. 

Colors in pearlized Candlelight are 
in three groups: pale pastels, gentle 
but deeper colors and still 
First group includes, besides 


tailored 
on will 
tan 
Sug- 
Continued 


be 


and graham cracker. 


Continued classic colors 


deeper 
tones. 
white, a pink, blue, pale green and 
bone, continued the 
second group all the colors are new: 


all colors. In 


calypso; not an American 
Beauty shade; orange; yellow; ame- 
thyst. The deeper tones of the third 
group of silver blond; 
tique gold; ambrosia; nectar; crys- 


tal gray; nocturne. 


rose, 


consist an- 


FRED RUEPING LEATHER 
COMPANY. New leathers, newly im- 
proved finishes and a host of new 
colors are featured in this company’s 
spring line, according to Walter 
Schroeder, vice president and sales 
manager. 

Nine new shades have been intro 
Alura, a mellow leather, 
delicately 


duced in 
aniline-dyed and 
with a unique dusted finish, designed 
for medium 
priced unlined shoes. The new Alura 
black pearl, 


shaded, 


women’s and popular 


colors are white pepper, 


dark camel, miami sand, tawny 


brown, green grape, goldenrod, green 
sparkle and cascade, in addition to 


black and white. 

Glove-soft Manitou, selected from 
the finest material, is 
finished for the quality look in wo- 
men’s unlined footwear. A full grain 
leather with a back, it is 
featured in bone, white tiger, miami 


raw lightly 


natural 
sand, wild honey, capri, bronzine and 
dark 
smokescreen, 
black and white. 


camel. Continuing shades are 


cinnamon, I see red, 


Luster finishes have been used in 


Rueping’s Zephyr Weight lines in L 
and LL, in Kip only. New 


moss, white tiger, el greco, 


colors are 
coconut 
and dolphin. Bone is still very popu- 
lar. Other basics are scarlet, flight 
blue, perfect 
black. 
Cherokee, 
ago, has 
It is available 


brown, briarwood and 


introduced six months 


been growing in demand 
in both women’s and 
men’s weights; has a hand-rubbed, 
bootmaker custom finish and a satin- 
soft feel. The Italian 
evident in such new shades as palo- 


driftwood, 


influence is 


mino, nutmeg, green 


grape and dark camel. 


SURPASS LEATHER COMPANY. 
Two new lusters in Kips have been 
introduced for spring, according to 
Sylvie Hamilton Gallagher, style di 
rector. Luster Surtan is being made 
in all the spring colors. Surama, a 
textured mellow leather 
with clean back is in unlined, as well 
as lined, weights. 


luster, a 


Another leather, Soft Shoe. 
made for volume selling, is in lined 
weight only. A full grain side leath- 
er with a glove-y feel, it 
especially for skimmer types, made 


new 


is intended 
in kidskin and Cabretta frequently. 
In kangaroo, there are Lustre Im- 


(CONTINUED ON PAGE 69) 
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While Competition Grows. Business Increases 


By BENN OLLMAN 


EVER try to sell shoes in a hard- 
ware store? Stan Sadjak, Stan's 
Bootery, 3164 S. 27th St., Milwau- 
kee, Wis., did it for three months 
while his new store was being built. 

“It was either that, or close up 
entirely until our new building was 
ready,” he explains. “Luckily, the 
hardware dealer down the street 
was able to spare a small space for 
us in his paint department. It was 
dusty, crowded and in no way re- 
sembled a shoe outlet. But, never- 
theless, we did a satisfactory vol- 
ume of business.” 


Changing Scene—Mr. Sadjak has 
operated a family retail shoe outlet 
on this street for the last 11 years 
The entire character of the street 
changed a few years ago when the 
giant Southgate Shopping Center 
opened on it. Within a couple of 
blocks radius 15 competitive shoe Sten Sadjok, eweer of Shea's Bootery, 3164 S$. 27th St., Milwaukee, Wis., is 
outlets exist today where there were proud of this mural in his new store. “Children love to buy shoes in a friendly 
none 1] years ago. Directly across Pplece. These little characters in the mural appear to be having a good time 
: and children ask their parents to bring them back again to see the boys and 


CONTINUED ON PAGE 69 girls in the playground,” claims Mr. Sadjak. 
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A Representative Selection of Pullovers Shown at the Leather Show 


Left to right: New Glacé Cordigan textured kidskin in 
bieck with matching patent leather bow; from Allied 
Kid Company. Morning glory bise calf trimmed in white 
accentuating the elongated vamp with square tip; from 


E. Hubschmen & Sons, inc. New Evanesse, aniline type 
kid, in peanut color; from John R. Evans & Com- 
pany. Black Raspberry metallic potent leather with 
lattice vamp treatment; from Colonial Tanning Company. 





Teens Call the Plays 


by BERNICE BOTNICK 


For two years teenage girls have called the plays 
that have sent shoe sales zooming in the teenage shoe 
department of Higbee’s Department Store, Cleveland, 
O. But it wasn’t always that way. 

Until recently, Higbee’s, like many department stores, 
faced two problems in breaking open the fertile teenage 
shoe market. They were: 

1. How do we bring the teenagers into the shoe de- 
partment? 

2. How do we sell the teenager once we've got her 
in the department? 

To find the solution Higbee’s, with the Brown Shoe 
Company, conducted exhaustive surveys and spent thou- 
sands on advertising campaigns. Nothing helped. Then, 
in January of 1958, William Scott Miller, a Brown 
representative, found what he thought was the answer. 


Sell the Leaders 

In a letter to Brown’s advertising agency he said, 
“If we get to know the girl, we can sell her. Teens 
follow their leaders so we've got to sell the leaders. 
The rest will be easy.” 

With the cooperation of Buyer Joseph Cada at Hig- 
bee’s, Miller launched a test campaign to crack open 
the teenage shoe market for Higbee’s. 

This store was a natural. Higbee’s already had an 
active and successful Teen Board working the ready- 
to-wear departments. It represented the 
every high school in Greater Cleveland. 

Using the Teen Board, “Operation Teen Market” 
was launched. In two years it has meant a 39 per 
cent increase in retail teenage shoe sales. 


leaders in 


Girls Tell All 
It all started with a panel discussion. The teen- 
agers told the store and the shoe company just what 
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they wanted. The girls covered everything. They 
told why girls shy away from department store shoe 
departments and they told what they prefer as the 
vamp length for loafers. 

The most important thing the executives learned 
was that teens are basically shy and they're afraid 
of the formality and of most department 
What are the major influences in 
buying? The Teen Board listed four. 

1. Window displays with a wide variety 


pressure 


stores. teen shoe 


styles 
to enable selection. 

2. Numbered tickets on display shoes to simplify 
ordering a shoe inside the store. 

3. Young male salespeople who avoid “pressure.” 

4. An atmosphere of privacy, away from women 
and children shoppers. 


A sub-committee of Higbee's 28-giri Teen Board looks over 
the Glamour Deb line of Brown Shoe Company during a 
pre-season fashion show. Seated are (left) Joseph Cada, 
buyer for the teen shoe department at Higbee's, and William 
Scott Miller, a Brown Shoe Co. representative. The girls 
(from left to right) are: Judy Schwarzer, Maggie Allen, Molly 
Collins, Harriett Drake and Ginny Langman. 
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A Panorama of Colors and Leathers for Spring and Summer 1961 


Left to right: Three tones in calfskin—custard, bone and 
white—designed for weer from southern resort into 
summer; from Ohio Leather Company. Super White 
Diamond Patent leather with a new permanent white 
finish combined with Super Black Diamond Patent leather, 
the spectator detailing achieved with tiny black and 


white nailheads; from A. C. Lawrence Leather Company. 
Foam vellow, silver frost and mushroom kidskin, accented 
with black patent stripping; from The Amalgamated 
Leather Companies. White shadow Strato Calf, specta- 
tor detailing accented by gold underiay; from A. F. 
Gallun & Sons Corporation. 





Higbee’s took the advice of the girls. The 
department revamped. Unable to devote 
an entire window to teen shoes, management set up 
rack at the department 
in the department 
on the rack and each style has its own numbered 
ticket attached. The girls can now select their style 
with a minimum of embarrassment. 

The department was moved. It’s in a separate 
niche, from the women’s and children’s shoe 
The decor is bright, cheerful and casual. 
tables 


teen 
shoe was 
a large display 
Almost 


entrance. 


every shoe is displayed 


away 
department. 
Small 


shoe displays are within easy reach on 


and wall shelves. 


The Final Touch 
To add a the members of 
Board circulate through the department. 


final the Teen 
They act 


as salesclerks and consultants. Since they are famil- 


touch, 


iar to many students in their schools, teens are not 
too self-conscious to ask their suggestions on styles 
and colors 

Once Higbee’s solved the problem of getting the 
teen traffic into the department, the second phase of 
Market” began. The had to 
styles at the right time. Again the 
help of the Teen Board was sought. 

A forecast fashion show is held before every buy- 
ing season to get ideas from the Board on what styles 
will be big at their schools. Such hit styles as the 
loafer, the gumdrop, the tapered toe 
saddle and the skimmer were exploited on the basis 
of Board 


Teen 
pick the right 


“Operation store 


shorter vamp 


forecasts. 


Second Fashion Show 

A second fashion show is held at the start of the 
selling season. The purpose of it is to sell the styles 
to the who will set the for their 


schools. 


“leaders” pace 
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Because of the universal acceptance of the Teen 
Board in Cleveland, its work in this area has been 
unusually According to Nancy Wilks, 
assistant teen coordinator at Higbee’s, “Girls in the 
high schools actually vie for the honor of being 
chosen for the Board.”” Members are chosen by teen 
coordinator Bobbi Cooney on the basis of recommen- 
dations made by teachers or principals. gen- 
erally serve one year, but five girls are retained each 
year to serve on-the executive board. 

Members of the Board are required to be at the 
store every Monday and Thursday evening and Satur- 
days. They model in the Tea Room, handle clerical 
work, perform service projects for local institutions 
and are on call throughout the store. 

This active program, which includes more than 
an occasional fashion show, has made Higbee’s a 
favorite meeting spot for Board members as well as 
their school “followers.” Thus, although the idea of 
a teen board is certainly not new, Higbee’s active and 
down-to-earth approach to it has enabled them to 
open up the most fertile shoe market today. 


successful. 


Girls 


Natives Prefer Tires to Shoes 

One of the biggest challenges for the advertising 
man in Africa is to convince the natives of Kenya, 
Uganda and Tanganyika that factory-made shoes are 
better than their do-it-yourself sandals cut from dis- 
carded tires and inner tubes, said William Purdy, a 
former resident of Beatrice, Neb., and now the oper- 
ator of an advertising agency in Nairobi, Kenya. 

Tennis shoes have made a big hit with the natives 
in the three African territories served by his 
agency, Mr. Purdy said. Sales have increased over 
five-fold in recent years, with comfort one of the big 
selling factors. It will be years before the average 
native will become amenable to the idea of wearing 
leather shoes of the type made in the United States. 
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Deut Tiss 
J. W. CARTERS 
34th ANNUAL 


As in previous sales, there will be 
substantial savings during this 
profit making National 

event. Orders may be 

shipped at once or at 

any date you specify. 


Be sure to investigate this profit- 
making opportunity now. For com- 
plete details check our local repre- 


sentative, or write directly to 


J. W. CARTER COMPANY 


P. O. BOX 30 © NASHVILLE, TENNESSEE 


ART sets selling mood 


THE Capece Shoe Store, 15 E. Broad St., Hazleton, 
Pa., is picturesque proof that art can create atmos- 
phere in a shoe store. 

Anyone who enters Pat Capece’s store knows im- 
mediately he’s in a store for men and children be- 
cause the decorations tell him so. If you want 
children’s shoes you'll naturally head for the section 
of the store where Walt Disney’s characters cavort 
upon the walls and if you want shoes for a 
man you'll steer for the boating, fishing and riding 


scenes. 


young 


eos 


ba ia 
The children’s shoe department of the Capece Shoe Store, 
Hazleton, Pa., is unmistekable. Pet Capece, owner of the 
store, made use of a local artist and Walt Disney's origina- 
tions to give the department brightness and distinctiveness. 

Huge wall murals of Disney characters and original 
sports world scenes were painted in the newly rebuilt 
store by a Hazleton artist, Miss Nanci Katchmer. The 
scenes set the background for selling in the store. 
In the the children’s 
against a circus backdrop and the 
backed by a golfing scene. 

Mr. Capece also offers salon selling 
No stock is displayed in the selling area except on 
four small pegboard wall panels which show 
four styles. Otherwise, stock is kept in the 416-square- 
foot stockroom. 

Lounge-type fitting benches are even used, in 
ture, on the children’s fitting ledge and the 
wall-to-wall tweed carpeting is coordinated with the 
wall backgrounds of tans and greens. 

The Capece Shoe Store was rebuilt after a fire de- 
stroyed it in March, 1959. Until then the store catered 
exclusively to young men. 


windows, shoes are displayed 


shoes are 


men's 


store. 


in his 


each 


minia- 
brown 


PRODUCTION in the leather footwear industry in 
Yugoslavia increased from a total of 4.2 million pairs 
in 1939 to 12.3 million pairs in 1959. 
tion, it should not be overlooked that footwear is also 
produced in the handicrafts sector which has not been 
taken into account although the production amounts to 
6 million pairs per year. The production of rubber foot- 
wear increased from 5.15 million pairs in 1939 to over 
13.3 million pairs in 1959. 


In this connec- 
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While Competition Grows 
(CONTINUED FROM PAGE 65) 


the street from Sadjak’s store is an 
active discount rack shoe outlet. A 
children’s specialty footwear shop 
took over Sadjak’s lease two doors 
from his new location. 

Despite the stern competition 
business has shown steady _in- 
creases says Mr. Sadjak. He takes 
a positive viewpoint: “When I ran 
the only shoe store in this neighbor- 
hood, I had to do all the advertising 
and promoting to bring traffic to 
the Now, these new stores 
are promoting 
along with helps the 
entire area,” 


street, 
advertising 
me, 


and 
and it 


Added Features—The new 60x40 
Stan's Bootery was built at a cost 
of $40,000. In planning the build- 
ing, he took into consideration all 
of the features he lacked in his 
old store. 

The 
the 
Sadjak, are: 

1) Ample window space. The old 
store had a limited total of 11 run- 
ning feet. The new Stan's Bootery 
has 44 feet in which to display its 


features of 
to Mr. 


important 
according 


most 


new store, 


wares 

2) Air conditioning. “During a 
hot summer air conditioning really 
pays off,” says Mr. Sadjak. 

(3) More space. The 
has 2,400 square feet of selling and 
It also half- 
basement whereas the old store had 


new store 


display space. has a 
no basement. 
(4) Lighting 


much 


There three 
times light the new 
store as there was in the old one. 
Three banks of fluorescent fixtures 
provide the illumination. 


18 


in 


as 


Eye-catching Mural—A “homey,” 
interesting touch given to the 
rear wall of the store by an eye- 
catching mural. It was painted by 
Ralph Nevling, a local artist, and 
it shows a collection of whimsical, 
cartoon-type youngsters in a pano- 
ramic playground scene. It is 
flanked two activated, colorful 
clowns. 


18 


by 


The spacious display windows are | 


lined with a new platinum-toned 
synthetic, Borgana, which looks like 
a plush, luxurious rug. It effectively 
sets off shoes of every color and 


style; is also less costly than car- | 


peting and is easily cleaned, re- 
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ports Mr. Sadjak. 
The bulk of his store’s volume, 
according to Mr. Sadjak, comes 


from children’s shoe sales. 


Spring Leathers, Colors 


(CONTINUED FROM PAGE 64) 


perial K’ang-aroo, a textured sur- 
face, with natural back, for unlined 
Lustre K’ang-aroo is a very 
leather for lined shoes 
treatments. Another 
by Surpass 


shoes. 
important 
with draped 
new leather 
for spring is Lustrous Rice, a fully 
shrunken kidskin in a lined weight. 


introduced 


Still another textured leather is 
Baby’ gator. 

The following colors are used prac- 
tically universally in the luster leath- 
ers: paper tiger; bean curd; temple 
tan; gold piece; buddha bronze; an- 
cient brown; wild rice, a grayed 
beige; horizon blue; lily white; black 
devil; bangkok cherry 
som; rose quartz; chinese pewter, a 
continuing gray, very good for dress 
shoes, according to the fashion ex- 
pert; sprout green, with yellow and 
gray in it; mountain pale 
moon, a yellow; rising sun, a melon 
shade. 


blue; blos- 


mauve; 


with CAVALIER LEATHER BALM 





YOUR CUSTOMERS CAN 
CLEAN, POLISH, PRESERVE 


ALL SMOOTH 


LEATHERS 


... PEARL LUSTRE, CALFSKIN, 
KIDSKIN, KANGAROO, PATENT 
LEATHER, LIZARD, ALLIGATOR, etc. 


Shoes, handbags, belts, suitcases, all smooth leather 
objects, in all colors including white, are cleaned, 
nourished, polished, and protected from water spot- 
ting, soiling, and scuffing with Cavalier Leather Balm. 


in squeere 


ONLY CAVALIER 
LEATHER BALM 
NOURISHES, PRESERVES, 
CLEANS AND POLISHES 


Leather Balm penetrates into 
the fibres of the leather, 
making them supple and im- 
parting new life—also pro- 
duces a protective waxy film 
that is easily buffed to a 
high gloss. 


JA \eather Balm carries a full 40% 


g 


profit for the dealer, 
liberal salesman’s reward. 


plus a 


CAVALIER COMPANY 


1201 Key Highway, Baltimore 30, Md. 
West Coast Factory: Oakland 20, Calif. 
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Black & Brown: A Fall Trend? 


... Early 


ST. LOUIS—Scattered clearance 
noted in tripled 
and in “loading” 
opened in St. Louis. 


tables June in 
July 
The quantity 
of pairs to be cleared varies widely) 
from dealer to 
shopping center 
ter. 


number 


as 


from 
to shopping cen- 
the heaviest 
age appears to be in women’s high- 
heeled patterns. Women’s 


dealer and 


Downtown, aver- 
low -end 
flats and sandals are running sec- 
ond. 

All dealers 
back 


92 
ao 


look- 
these 
8 lustre pumps in white 
17 8 
and 


and chains are 


ing on good sales of 
types: 
and bone; straw pumps with 


simulated stacked 
white smooth pumps; straw 
flats in white, black and 
natural; 8 8 and 10/8 wedgies, with 
open toe and heel 
and bone smooth and 


matrons’ oval-toe perforated walk- 


wood trim 
heels ; 
pancake 
in white, ombre 
leathers: 


ers. 


While cen- 


are 


Showing Fall Styles 
ter-space locations now occu- 
fringe 
looking quietly 
fall-like with women’s 
Early 
middle and upper-price brackets is 
showing up a 
black and brown 
Browns thus used tend toward the 
grayed neutral-brown 
The preferred 
trimmed 


pied by clearance tables, 


display cases are 
transitional 
pumps response in both 


favored trend 


in combination. 
or family. 
pattern is the 
spectator in 
the preferred leathers, smooth 
lightly grained, some crushed; the 
preferred heel, 23/8. 

The fall pattern called T. N. T. 
triple needle toe) has won 
than passing attention 
gaer & Fuller’s Westroads 
branch. Shown in _ black, 
brown and smokescreen calf, 
pump features a large 
geometric padded 
with a 
edging. 
notable 


un- 
variation; 


or 


more 
at Stix, 
store 
town 
the 
flat 
ornament 
lacy overlapping-scallop 
The triple 
for fall volume at the 
$12.99 retail price. 


closed 


vamp 


needle toe is 


Sell Shoe Baubles—aA bright 
minder of fall festivities 


re- 


just 


70 


Signs Seen in St. Louis 


ahead is a showcase of jeweled 
shoe ornaments at Stix, Baer & 
Faller. Sold sets of the 
baubles allow madame to clip one 


in three, 
to each shoe and have a spare for 
her hat, belt 
They were displayed on a pump of 
white textured silk. 
at Famous-Barr 
pink 
pump with green velvet petal over- 
lay and a wide, wide 
fluffy fabric flowers; a dressmaker 
pump of raspberry calf with a gold 
underlay peeking through 
perforations, black 
evening the 
gold 


handbag, collar or 


Promotional! 


downtown is a satin party 


collar of 


vamp 
and a suede 
pump with 


double-banded 


vamp 
with mes} 
strips. 

Fall Promotion—Good 
chalked up for a first-fall 
Famous-Barr 
Morning 


resp mse 
was ad 


by on Fiancees’ 


Glory pumps. Shown in 
magazine, the 
to fall costumes 


green, 


Vogue pumps are 
They 
mid-brown, bright- 
black 
elasticized 


took off on an 
and is expected to move well right 


celor-cued 
come 
ish 
with an 


in 
a iede 
the 


11 


early sell 


blue and Unlined 
throatline, 


pattern 


through the fall season 

and gals in St 
Louis continue to buy plain white 
shoes; men’s handsewn 
tiqued loafers; spike-heel 

pumps, and souped-up straw 
Children’s 
playshoes are past their prime in 
but 
get an extra spurt again when re- 
placement pairs come due, dealers 


Teenage guys 
tennis an- 
lustre 
flats 
rubber-soled canvas 


volume at regular prices, will 


say. 

Men’s Say 
leather both 
ties and piped slip-ons, are steady 
Perforated-vamp 
at middle-price 
Dealers say that, compared 


buyers brushed 


casuals, two-eyelet 
sellers. slip-ons 
doing well 
chains. 
to last July at this time, totals on 


white tennis shoes for men are up; 


are 


totals on golf shoes are down; to- 
bowling up; 
canvas shoes 


tals on shoes are 


totals boating 


up. 


on 
are 


Chicago’s Young Men 
Buy Cuban Heel Styles 
Ry EDWIN J. KNUDSEN 
CHICAGO 
mer 
Chicago retailers’ 
praisals of business for the first 


of 1960 from 
good to less than satisfactory 


With a flock of sum- 


clearances now underway in 


shoe stores, ap- 


six months range 
However, it may or may not be a 
but locations 


the 


outlving 


better 


coincidence, 


fared somewhat than 


loop. An example is O'Connor & 


Goldberg’s Hammond, Ind., store 
This 


gain 


shown a marked 


first 


has 


store 


during the six months 


despite the area’s sensitiveness to 


the stee] industry, while 


troubled 


business at its State St. store is 


down about 10 per cent 


Al- 


cau- 


Pointed Toes, Cuban Heels 
though showing 
fall 


season 8 


retailers are 
selecting their 
of the 
showing signs of dom- 
pir Pointed 
increasing in favor 


tion in inven- 


tories, some atvles 
lea< ; 
already 


the 


are 


ture toes 
the 


medium 


inating 
are with 


men So is the 


hee! A 


the 


young 
staple that is 
fall 

is the loafer, especially 
Another 
is snowballing in 
the 
with 


next 


Cuban con- 


tinuing into preferences 
with 
that 


among 


those 
gored tongues item 
demand 

the tennis 
first 


continues 


campus set 1s shoe, 
and 


to be 


white coming 
Black 
favorite 


yreen 
the 


year-around color among 


most males. It is selling at a three- 


to-one ratio in a prominent down- 


town store and ten-to-one in a 


northside establishment. 


Muted 


women’s 


Toward Browns 


into 


Lean 
Looking 
for fall, 


ground 


preferences 
there is a_ persistent 
the 


Goldberg 


toward muted 
O'Connor & 
that 


numbers 


swell 
browns 
notes women in increasing 
the 


or- 


toward 
that 
being 
The 
favorite price range is from $12.95 
to $14.95. Demand, 
perking for the higher-priced 
silks and dyeables for dinner and 
formal wear. 


leaning 
shoe 
appointments 


are 


smooth, unlined and 


namental are 


discarded for integrated trims. 


however, is 
up 
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San Francisco Retailers 
Try Three App als 


SAN FRANCISCO—Promotional 
activities in San Francisco shoe de- 
partments during June were directed 
along three lines. 

Men's departments played up 
Father's Day with offerings of both 
dress and comfort footwear for Dad. 
Moccasins and slipons in brown or 
black at $15.95 and up, lace types in 
a variety of leathers in the $12.95 to 
$25.95 bracket and a two-tone black 
and white or brown and white wash- 
able gura-grain leather were among 
the models shown. Slippers also came 
to the front as a Father's Day gift 
idea. 

Practically all departments started 
semi-annual clearance and 
offered of from per 
cent to 40 per cent. Promotions were 
directed through the mails to regu- 
lar for first 
then newspapers in 
ads. women’s 
shoes, flats, 
received 


sales 


discounts 2) 


customers 
through 
trand 


choice, and 
large 
name dress 
and 


shoes 


and also 
children’s the cut 
price treatment. Most merchants re- 
port good response. 

The third promotional 
was on vacation footwear. 


casuals 


emphasis 
Here ap- 
peared an Alice-In-Wonderland array 
of gold, silk, 
black, white, variegated and stan- 
dard leathers in colors and materials 
to catch most any buyer's fancy. 


silver, brass, straw, 


Minneapolis Sales Curbed 
By Cool, Damp Weather 


MINNEAPOLIS—White 
were the sales leader here during the 


shoes 


past month, although the volume was 
down from previous summers. Cool, 
rainy weather tended to hurt all sales 
of dressy footwear. 
heel and 
tinued to be the style trend in better 
shoes with the 23/8 heel most inter- 
esting to shoppers. Few colored 
shoes sold in high-style numbers, and 


Closed closed toe con- 


beige also was said to be slow, al- 
though it had been big in the spring. 

Sales of men’s summer dress shoes 
were severely affected by the cool 
weather with perforated and ven- 
tilated types definitely off. Regular 
weight shoes took up some of the 
slack, however. 
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Milwaukee Women Buy White 


MILWAUKEE — Shoe retailers 
hit June totals slightly above last 
year, despite a late arriving sum- 
mer. Buyers reported that 
men’s better shoes sold at a 
brisker pace than medium and low 
end numbers. Disappointing de- 
mand noted by ladies’ shoe 
buyers in two medium- 
priced dressy shoes and lower-end 
Children’s business 
also lagged. 

Demand strong for 
items: trimmed white pumps; 
sic and scoop straw casuals in the 
better price grades; some low-end 
elasticized wedgies, and plain op- 
era pumps. 


Whites Move Steadily—Pastels 
disappointing. Whites, tak- 
ing off earlier than usual this sea- 
son, moved at a steady rate. 
Packard-Rellin staged a highly 
successful promotion of whites 
with gold trim. Gratifying action 


wo- 


was 
fields: 
shoe 


casuals. 


these 


clas- 


was 


were 





Atlanta Shops Report 


Strong White Season 


ATLANTA—The that 
tells the story of shoe sales in the 
Southeast is white. It’s been the 
most solid white season in a good 
many years, some retailers say. 

It’s 
plain ones at 


one word 


also been a pump season 
that. There were a 
Decorative patterns 


done too well. 


few bows. 
haven't 

Another trend noted in these 
parts is that very, very few straps 
and open items have sold. 

The sandal season has been very 
good. One store said about 70 per 
cent of the sales made the last few 
weeks have been on sandals. Straw 
flats have done very well and some 
straw wedges have moved. How- 
ever, generally speaking, wedges 
have been slow and as the end of 
the summer draws near, 
stores are increasing their news- 
paper lineage in an effort to drum 
up some interest in them. 


season 


The trend toward white has been 
noticeable even in flats. 

In spectators brown and white 
has been moderately good. 


continued to be noted with lustres 
and patents. 

Children’s shoe retailers are pa- 
tiently marking time. They’re wait- 
ing for the back-to-school push. 


a Lot—One veteran chil- 
retailer said, “I’m 
afraid we’ve lost a lot of summer 
we can’t make up this 
When you come to July 1 
decent summer 


big hole in 


Lost 
dren’s shoe 
business 
season. 
without any 
weather, it makes a 
your volume.” 

Men’s departments are filling a 
steady demand for inverted-seam, 
lightweight shoes. The strictly 
summer shoes accounted for less 
than half of this June’s volume. 
The lighter, more versatile year- 
around numbers are what the male 
public appears to prefer. 

srouwer’s departments 
noted heavy plain-toe 
shoes with punched-leather uppers 
in dark brown. Also big for 
Brouwer’s have been perforated 


moccasin-toe shoes. 


men’s 
sales of 


Boston Summer Shoppers 
Buy White, Black Patent 

BOSTON—Most of Boston’s retail 
shoe stores ended June with gains 
for the month ranging from four to 
10 per cent. Good shopping weather 
plus summer clearance sales were 
given the credit although even those 
few merchants who did not mark 
down their shoes reported fair to 
good increases. 

Noteworthy in early July was the 
continuing demand for such sharply 
contrasting colors as white smooth 
leather and black patent. Some stores 
reported a shortage in the former. 
Others, with plenty of whites, found 
themselves unable to fill the call for 
bone. 

With the opening of the vacation 
season following Independence Day, 
the always popular casual types be- 
came even more popular. While the 
best sellers were styles suitable for 
beach wear, these mostly of canvas 
in bright colors, there was also good 
business in the dressier types of 
leather casuals in ombres and multi- 
colors. 
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Crown Chain Enters Variety Stores 


CHICAGO—The Crown Self-Ser- 
vice Stores, Inc., chain will follow 
up its entry into food supermarkets 
by opening shoe departments in va- 
riety chain stores. 

Crown has signed an agreement 
with Neisner Brothers, Inc., a 170- 
store operation headquartered in 
Rochester, N. Y. Under this ar- 
rangement, as explained by Crown’s 
president, Robert L. Wolf, self-ser- 
vice shoe departments may be oper- 
ating in 40 or more Neisner stores 
in five years “if things go the way 
we believe they will.” The first 
three departments are opening this 
month. At least six more are slated 
for openings early next year. 


“Important Move” — “As far as 
Crown’s overall growth potential is 
concerned,” President Wolf, 
“the Neisner arrangement is one of 
the most important expansion moves 
Crown has made in its growth over 
the past three years.” He added 
that to his knowledge the Crown 
departments the first com- 
plete, family-type self-service shoe 


said 


will be 
departments to be placed in variety 
chain units. 

Mr. Wolf, Crown 
extensive line of 
women’s children’s 
with merchandising tailored 


According to 


will feature “an 
men’s, 


shoes. 


and 


to the specific market areas and spe- 
cific stores in each case.” In prepa- 
ration for the first three openings, 
Crown has analyzed economic back- 
ground in each area, and the ratio 
of men, women and children patron- 
izing each store. 


Downtown Locations—The agree- 
ment with Neisner Brothers means 
that Crown, for the first time, will 
move into “100 per cent downtown 
locations and high-traffic shopping 
centers,” Mr. Wolf said. And since 
Neisner stores are nationwide, the 
move expands Crown’s market area 
beyond the present five states (TIlli- 
nois, Indiana, Wisconsin, Ohio and 
Michigan). 

Crown presently operates 39 self- 
service units. In its earlier diversi- 
fication move, the company in April 
signed a 10-year contract to put 
shoe departments in the supermar- 
kets of Piggly Wiggly Midwest, a 
subsidiary of Consolidated Foods 
Corporation. 


Higher Turnover In the first 
(and experimental) Piggly Wiggly 
Gcepartment, at Aurora, Ill., Crown 
has found its turnover increased by 
25 per cent over that of its regular 
stores. At the Neisner stores, Mr. 
Wolf predicts an even greater turn- 


over. 





New Texas Firm Will Operate 4 Departments 
DALLAS 


corporation, Langkop Shoe Company, 
will take over four leased depart- 
ments August 1 in Colbert’s, women’s 
fashion specialty stores in the sub- 
urban sections of Dallas. 


A newly-formed Texas 


The stores are in Oak Cliff, Casa 
Linda, Walnut Hill and in the Lan- 
caster Dallas’ newest and 
largest suburban area. A fifth store 
is planned for opening next February 
in Denton, Tex., a college town 30 
miles north of Dallas, where a com- 
plete new business district is under 
construction. 

Gene Langkop, southwestern rep- 
resentative of Johansen Brothers 
Shoe Company, St. Louis, is president 
of the new company. John Ashton, a 
Dallas retailer, is vice-president. Sec- 


section, 


72 


retary-treasurer is Dorothy Franey 
Langkop, who covered the 1960 Win- 
ter Olympics for the Dallas Times 
Herald. (She also was a member of 
two Olympic teams and held 11 out 
of a possible 14 world speed skating 
She still holds the 500-meter 
record. Her ice shows ran continu- 
ously at the Adolphus Hotel in Dallas 
for 13 years.) 

The leased departments will fea- 
dress from $12.95 to 

and casuals from $6.95 to 
$14.95. A private label will be pro- 
moted and established under the 
name of “Dorothy Franey Originals.” 
These shoes will be made two 
American manufacturers and 
Italian producer and retailed at 
$14.95. 


records. 


ture shoes 


$22.95 


by 


one 


Downtown Retailers Offer 
‘$25 if You Can’t Park’ 

BURLINGTON, VT. 
shoe retailers have joined 
other merchants in this city in of- 
fering a $25 reward to “anyone 
who can’t find a place to park in 
the area.” 

In a full-page newspaper 
aimed at keeping the shopper 
downtown—or bringing him back, 
if necessary the merchants 
pledged: “No shopping area in Ver- 
the and 
downtown Bur- 


Downtown 
with 


downtown 
ad 


mont selections 
values 
lington.” 

The advertisement insisted, “It’s 
easier to park downtown now!” In 
proof of this, the store owners in- 
cluded a diagram of 
parking spaces. They said the city 
has 1250 spaces “turning over” at 
all times, with 1800 more nearby 
for unlimited parking plus 14 off 
street lots scattered over the down- 


can give 
found in 


available 


town area. 


problem—which is 
also many other 
town shopping areas—-was empha- 
sized recently by the 
ment that Montgomery Ward & Com- 
pany, one of the city’s biggest stores, 
will quit Burlington next winter 


Burlington's 


faced by down- 


announce- 


Stores Form Footwear Unit 
PORTLAND, ORE. Meier & 
Frank Company of Portland has 
established an additional merchan- 
dising division for 
all 
partments, 
ing to 
nouncement 
Aaron F 
president 
Dowd, for 19 
with Bullock's in 
Los Angeles 
for the 
years at 
gon store, 
merchandise 
The 


include 


footwear de- 
act ord- 
an an- 
from 
rank ’ 
Park 


years 


and 
past six 
the 

PARK DOWD 
manager. 
new merchandising division 


will men’s, women’s and 
children’s 
downstairs departments of all three 
Meier & Frank stores, in downtown 
Portland, at the new Lloyd Center, 


Portland, and in Salem, Ore 


shoes in upstairs and 
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Window Displays First in 
Canada Promotion Budgets 


TORONTO, ONT.—Canadian shoe 
retailers spend more of their promo- 
tion budgets on effective window 
displays than on any other form of 
advertising. This was shown by a 
survey conducted in population mar- 
kets of 10,000 to 25,000 at the re- 
quest of Hewetson and Shoe Cor- 
poration of Canada. 

These retailers generally budget a 
bigger percentage of their gross 
sales for window and in-store pro- 
motion than for buying ad space or 
air time. Average investment in out- 
side advertising: just under 2 per 
cent of annual gross. 

Among the retailers queried in the 
10 Canadian provinces, 74 per cent 
said they used newspaper space, 25 
per cent bought radio time, 15 per 
cent bought occasional TV spots, 10 
per cent used handbills or shoppers, 
and 3 per cent used direct mail. 

Over half rated 
either the best or second best means 
of sales promotion. 


newspapers as 


Hiawatha Adds Departments 

ST. PAUL, MINN. Hiawatha 
Shoe Company of this city has in- 
stalled its line of footwear in the 
Piggly Wiggly food stores in this 
area, according to Morton W. Mat- 
taway, president. Long-range plans 
call for the addition of seasonal fam- 
ily footwear in the stores. Hiawatha 
now operates self-service shoe de- 
partments in more than 
in the Twin Cities area. 


100 stores 


Thom MeAn Drive-In Slated 
SAN FRANCISCO Plans have 
completed for the first drive-in 
family 
in the San Francisco Bay area by 
Thom McAn. The new drive-in will 
be located in Mountain View on El 
Camino Real, near the Sears Shop- 
ping Center. The building will con- 
tain 8000 square feet of shoe sales 


beer: 


shoe store to be operated 


area. 


East 


has 


® Burt's Shoe Store at 61 

Seventh St., St. Paul, Minn., 
taken over an adjoining store and 
will double its present floor space, 
according to John M. Murphy, re- 
gional manager for Edison Broth- 
ers Stores, Inc., Minneapolis, with 
which the Burt's unit is affiliated. 
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© Stumpf’s Shoe Store, Bismarck, 
N. D., operated for the past three 
years by Clem Stumpf, has been 
sold to Brown’s Shoe Fit Company, 
Shenandoah, Iowa. Sam W. Brown, 
head of the purchasing firm, said 
the store’s personnel will be re- 
tained. 


Fontius Promotes Four 

DENVER—Wicth a shift in buying 
and managing departments, Fontius 
Shoe Company has promoted four 
key personnel. 


Bob Warren, who has been man- 
ager of the company’s Lakeside 
store since its opening four years 
ago, has been promoted to buyer of 
all children’s shoes and all women’s 
casuals. Kenny Vest, manager of 
Fontius’ Englewood store, was 
named manager of the Lakeside 
store. New manager of the Engle- 
wood store is William Smith, who 
had been buyer of women’s casuals. 
Mrs. Lou Snell is now exclusively 
buyer of teenage and “low-way” 
shoes, working out of the main 
downtown store. 


> 
O 
> 


want. 


-it started with 


“MORE SHOE 
FOR THE MONEY...” 


that's the secret of ADAMS BROTHERS 
success with both retailers and consum- 
ers for the past 58 years! 


Our lines of "JACK and JILL" and 
"KAMPTRAMP" Shoes are recognized 
as the proven style leaders in their fields 
—distinguished by superb workmanship, 
quality leathers and attention to detail. 


ADAMS BROTHERS Shoes sell on sight 
—build repeat business from satisfied 
customers—are priced to compete and 
to give YOU the margin of profit you 


You owe it to yourself to see the com- 
plete line. 


‘tJ ACK and JILL” —the First Name in Children’s Shoes! 


ADAMS BROTHERS. INC. 


PITTSFIELD, NEW HAMPSHIRE 





7 Obituaries MARTIN J. VOSE, 61, founder e Trade Literature 
of the Vose Bootery in Chicago's 

A. W. BOOKER, 37. Eastern "°rthern suburbs, died June 18 Endicott Johnson Outlines 
Texas sales representative for Wohl after a lingering illness. Mr. Vose, * : . ~ Bee 
Shoe Company's Jacqueline-Connie- W%°® through his advertisements Successful Shoe Selling 
Paris Fashion division, died June >e¢ame a well-known figure in the 4 99. pAGE, fully illustrated book- 
20 in Dallas. A native of St. Louis, !0¢a! shoe industry, started a store let, “How to Sell Shoes Successfully,” 
in Evanston in 1922 and added an- },.. heen issued by Endicott Johnson 
other in nearby Winnetka in 1944. Corporation to more than 18,000 in- 
He was a former president of the dependent retailers. It’s intended to 
Evanston Business Association. 


Mr. Booker was a great-grandson 
of the late A. W. Roberts, pioneer 
St. Louis shoe manufacturer. 
CHARLES MALOOI nt help them train shoe salesmen and 
é JES MAL 4 Who trav- 
eled the Southeast for Genfoam 
Shoe Company, a Genesco division, — * . “a part of our long-range dealer ser- 
died recently at his home in Fort Zanesville, O., died June 7, appar- * Part OU overing every aspect 
Lauderdale, Fla. He was a mem- ently as a result of a heart attack. ta eS in ee xe a pa 
ber of the Southeastern Shoe Trav- Mr. Morrison’s father, Fred, ° ee ee ee ae 
elers. founded the store more than 50 
years ago. ; 
CHARLES SCHEMENAUER, 85, ~ a... ae 
owner and operator of the Sche- CHARLES A. BADGEROW, 64, information and operational! tips on 
menauer Shoe Store in Toledo, 0., advertising manager of the Hock- all major aspects of the independent 
for 48 years until his retirement ing-Gillies Shoe Company, a lead- shoe retailér's business. 
four years ago, died June 24. He ing Detroit area chain, died June Among the topics covered are: “7 
was a native of Germany. 27. He was with the firm 32 years. Steps to Sales Success,” “Greeting 
: the Customer,” “Presenting the Mer- 


GEORGE C. WERNER, 80, who chandise,” “Techniques for Handling 


” 


increase their sales. 


LYNN A. MORRISON, 65, man- 


, ° . . The company says the booklet is 
of Morrison’s Shoe Store, rhe company sa sibs 


the customer enters the store.” The 
publication is described as the first 
will offer useful 


FRED J. SMITH, 70, operator of 
a shoe store on Genesee Street, cperated a shoe store in Peoria, Ill., Objections,” “Closing the Sale, 
Buffalo, N. Y., for 39 years, died and later became associated with “Suggestion Selling” and others. 
June 5. He was a member of the G. R. Kinney Corporation prior to Copies are available to interested 
Greater Buffalo Shoe Retailers As- his retirement, died June 24 in Des persons from the company’s head- 


sociation. Plaines, Ill. quarters in Endicott, N. Y 





SELF SERVICE SHOE DISPLAY 
$8.75 


4 feet long 
6 feet high 


Neu Appeal 


TO WOMEN 
CUSTOMERS 


® Easily adjust- 
able 


Ui-Foam ® i © on ly relo- 


te © Up to 72 pair 
POINTOE => | i: a 
: ® tyray finish 
INS LES Sc i ®Use back to 
. back for island 


display or against wall ©® Wall fixture has 
stock shelf available 

















® Use with boxes 
or just shoes 


Here's absolute comfort for the fashion-conscious woman 
(who isn't these days?)! The new POINTOE insole fits per- 
fectly into Italian style, pointed-toe shoes. Gives quick relief 
to tired feet, cramped toes, callouses and corns on bottom of 
feet, sore, tender heels. Miracle Vi-Foam* absorbs shock of 


Write, phone or come in—immediate delivery 


each step. Contains no rubber. Electronically sealed edges 
won't bulk. In display container. Women’s sizes 4-5-6-7-8- 
9-10; Beige, White, Black, Pink, Gray, Blue. Packed two dozen 
assorted sizes and colors. Retail $1.00, Whis. $8.00 doz. 


THE SCHOLL MFG. CO., Inc. 
213 W. Schiller, Chicago * 62 W. 14th St., New York * 3223 £. 46th St., Les Angeles 





PAR STEEL PRODUCTS 


2633 South Halsted Street Chicago 8, Illinois 
Victory 2-2141 


Showroom open Monday through Friday, 7 a.m. to 5:30 p.m. 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


raotala-titehatela 


atel-Miiola:smelahZ-melitmelale| 
shoe promotion buyers 


Our prices on fine shoes, 


bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up ao Profitable Operation 


¢ Retail Openings 


Royal Shoes, Inc., a New England 
firm, has opened its fourth store 
in the new Walnut Hill Plaza shop- 
ping center at Woonsocket, R. I. 
The 45-chair family operation car- 
women's the $6.99- 
extension to 
$19.95 men’s shoes in 
the group, and chil- 
dren's shoes up to $9.50. Manager 
is Edward J. McGinn, who pre- 
viously managed a Royal unit in 
Mass. Other stores 
in Hingham and Woburn, Mass. 


ries shoes in 


12.95 range (with an 
planned 


$8.95-25.95 


Braintree, are 


o o o 

Tova Self-Service Shoe Stores’ 
sixth unit—like the other five, a 
family-type store—has debuted at 
500 N. Zarzamora, in San Antonio, 
Tex. Paul and Jack Zimmermann, 
the brothers operate the six 
marts in San Antonio, opened their 


who 


first store two and a half years ago, 
the firm grown 
For the recent opening, Tova ad- 


and has steadily. 


vertised casuals for the family at 


two for $5; women’s dress 


$4.99; lightweight 


pairs 


shoes at men’s 


Italian dress shoes at $5.99; men’s 
boots at $14.99, and chil- 
boots at $3.99 and 
follow an 


western 
dren’s western 
$4.99. All Tova 
open-every-night policy. 


stores 


Triangle Shoe Company, which 
operates 120 units in seven states, 
moved into North Carolina 
new store in Wellons Vil- 
Marion Gardner 


has 
with a 
lage, at Durham. 
is the manager. 
— . . 

Pic 'n Pay Shoes, in opening its 
third unit in Charlotte, N. C., 
vertised thongs at 33 cents, men’s 


ad- 


and boys’ ribbed-sole shoes at $2, 
flats at 99 


open 


women’s dressy 

The three 

seven days a week. 
* . . 

Bell's Juvenile Shoes, Inc., a 
children’s specialty footwear oper- 
ation, is being opened in Detroit's 
western suburb of Livonia by Al- 
fred E. Belfer. The store is in the 
new Mid-Seven Shopping Center, 
which is scheduled to open in Au- 


and 


cents. stores are 





HANDLES 


CARRY-PACK saves you 


money... 


. whether you box, 


bag, or wrap shoes! 


Dispensers loaned 
Beautiful array of colors 


July 15, 1960 


CARRY 
SCHILLER PARK, ILL 


Send f 
nf‘ aal mn 
r FREE tr 

PACK CO. LTO 


makers are in line with our 


nationwide reputation 


Quality Shoes Since ‘3 


M. K. WEIL Shoe Compony 


“While in Town See We 


1215 Washington, Ave., Saint Louis 3, Mo 


Sample Rooms: Los Angeles + New York 


Mr. 


business 30 years, 


been in the 
shoe chiefly in 
Los Detroit, and 
cently has been a retail salesman 
in a Detroit 


ust. selfer has 


Angeles and re- 
store. 
_ * — 
Nation-Wide Shoes, Garden 
Grove, Calif., has tripled its floor 
space by taking over two adjoining 
Solomon Kandel 
stock 40,000 


stores. Owners 
and Donald Forbes 
pairs for the family. 

- . * 


Pauson’s Clothing Store in down- 
town San Francisco has opened a 
new Florsheim shoe department ad- 
220 Kearny St. 
For many vears the shoe depart- 
located on the mez- 
The move 


acent to its store at 


ment has been 
zanine floor of Pauson’s. 
to a ground-floor location provides 
1500 square feet of floor space and 
for 


section. 


a greatly expanded 
Farnam, 
San Francisco,” assisted 
manager R. C. Warr at the 
opening. Models wa!king through- 
the downtown area distributed 
entitled the 
recipient to any pair in stock. 


sales area 


display Nancy 
“Miss 


store 


out 


keys, many of which 


A BETTER FIT FOR 
MORE CUSTOMERS 


with 4 3 THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 
you... 


Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 


TINGLEY 


RUBBER CORPORATION 
| SERRE CREE 
RAHWAY, NEW JERSEY + Established 1896 
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y Hector R. Dominguez, director of 
7 About Shoe People foreign trade for International 
Shoe Company, has been appointed 
a member of the St. Louis Regional 
Export Expansion Committee. The 
St. Louis committee is one of 33 
regional groups to be established 
by recommendation of the National 
Export Expansion Committee, in 
line with President Eisenhower's 
national program to increase sales 
of United States products in for- 
eign markets. 


Frank C. Brandon, executive sional merchandise manager in the 
vice-president and general man- downtown store. 
ager of Sommer & Kaufmann, San oe 
Francisco retailer, was guest of Samuel Intrater, executive vice- 
honor and principal speaker at an president and merchandise man- 
Invitational Retail Seminar con- ager of Berland Shoe Company, St. 
ducted by the San Francisco Chron- f Louis, retired re- 
icle. His topic was “How to Mer- cently after 31 
chandise to the Entire Family,” and years with the 
he told the group about the meth- firm. A veteran of 
ods used in pursuit of Sommer & more than 40 
Kaufmann’s goal of providing shoes " years in the shoe ; 
for whole families at all socio-eco- M business, Mr. In- Les Fredericks, manager for 
nomic levels. trater joined Ber- Rackham’s, a downtown Detroit 
land in 1929 when Shoe store, for the past five years, 

Fred Stabile, formerly owner of his chain of seven has taken over the business as sole 
Freddie’s Shoe Store in Provi- ’ shoe stores be- proprietor. He has moved the store 
| the one block to 403 Park Avenue in 
the Tuller Hotel Building. Former 
owners were Arthur Siegel and 
Albert M. Chait of the Ground 
Gripper Store in Chicago. Mr 


dence, R. I., has become manager | came part of 
of Kenney’s Shoes, a family store SAMUEL INTRATER Porjand organiza- 
in Providence. tion. Fellow associates at Berland 
nee ae have presented him with an en- 
Edmund J. Bradley, who joined graved bronze plaque. The retiree 
L. S. Ayres and Company, Indian- plans to maintain an office in the Fredericks has been in the shoe 
apolis, Ind., department store in Silk Exchange Building, St. Louis, business since World War I 
1929 as manager of the men’s shoe and invited friends to visit him Pe ee err 
department, has been named assis- there when they are in the area. Herbert Bleiberg, who formerly 
tant manager and merchandise co- Mr. Intrater’s son, Jack, is sales operated Herbert's Shoes in De- 
ordinator of the firm’s Glendale manager for Rockingham Shoe troit, has replaced Ray Forbes as 
store. Recently he had been divi- Company. manager of Leeds Shoe Store in 








LT or 


Pee ee eis | 7° 40 Skee Travelers 


B. Salesmen on the Road. 

agit DELIVERY : traveling man, has returned to the Recorper. It con- 
4 tains news and sidelights about travelers’ organizations 

as well as the individual salesman and his accomplish 


peahunbuiid neta j ments, on and off the road. 
' It’s the traveling man’s own page, and the Recorper 
SQUARE : depends on the traveler to keep up a steady flow of 
news. If you have a news item, write to: 
MRS. VIVIAN ANDERSON 
SALESMEN ON THE ROAD DEPT 


995 LOMBARDI LANE 
LAKEWwoop 15, COLo. 











@ Soft glove leather 
@ Colorful print lining 
@ 45” lace elasticized binding 


for song ot ‘ IMPORTANT NOTICE TO SUBSCRIBERS 


@ Flexible chrome sole : ' : 
. Changes of address require four weeks’ notice. 
@ Built-in wedge 


@ Outside oak leather lift Notify your Postmaster and BOOT AND SHOE 


@ Black, white, red RECORDER Circulotion Department at the earliest 
(Pink and blue to order) 
@ Sizes 4-10 Medium possible moment. 
5-10 Nerrow 


$935 PAIR When ordering change, please INCLUDE IM- 
pala ae PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 











into effect with a minimum of delay. é 














Boot and Shae Recorder 








OUR PRICES 
PRODUCE 


FAST SALES 


Cheyenne, Wyo. Mr. Forbes moved 
to Albuquerque, N. M. 
2 ~ . 

John J. 
sole ownership 
19307 W Ave., Detroit, 
which he formerly operated in 
partnership with Leonard Gniewek. 
Mr. retired from the 
shoe devote his time 
to The store has 
dropped women’s dress shoe lines 
to chil- 
and women’s casuals. 
7” ” . 


taken 
Shoes, at 


has 


Jole 


Siantz 
of 
Warren 


over 


Gniewek has 
to 
activities. 


business 
other 
and in 


plans specialize 


dren's shoes 

Mike Spinosi, who has been as- 
sociated the Louisville, Ky., 
retail division of Wohl Shoe Com- 
pany, has been moved to Hunting- 
ton, W. Va., 
department manager in The Hunt- 
ington Store. He Bill 
Mehaffey, transferred Wohl’s 
home office in St. Louis 

. . . 


with 


second-floor shoe 


as 


succeeds 
to 


Homer Kramer, owner of 
Kramer-Sturm Shoe Store in Oak 
tidge, Tenn., is running for elec- 


Snug 
as 
a 
Bunny 


THAT'S SNUGGINS.. 
for perfect fit, 
perfect satisfaction 
Slipper styling truly in a class by itself! 


A 


NOHEL Manufacturing Corp., 
PROVIDENCE, RHODE ISLAND 


July 15, 1960 


WOMEN’S & 
CHILDREN’S 
. | SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 


é 


Shirtsleeved ey H. Rand, president 
of International Shoe Company, person- 
ally demonstrates the wash-and-wear 
qualities of ISCO’s NyBuc men's casuals 
at New York press conference. To prove 
his point Mr. Rand rubbed some New 
York dirt on the nylon-suede shoes be- 
fore plunging them into the washtub. 


tion as justice of the peace in Ten- 


nessee’s Anderson County. He is a 


FIRST CHOICE 


WITH 
TOP RETAILERS 
AND 


REAL BOYS 


® 


Slippers MOUNT JOY 


of several committees of 


the local City Council. 


member 


(Bud) has 
been promoted to manager of the 
downstairs men’s and boys’ shoe 
department at Wells & Frost, Inc., 
Lincoln, Neb. He Walter 
Brown, who has retired. 


Woodrow Friesen 


succeeds 


Kn Allied Fields... 


Leon A. Friedman, 
fied with the shoe 
advertising agency and merchandis- 


long identi- 


business as an 
ing consultant, has reopened his own 
ad agency with offices at 80 West 
40th St., New York. For over two 
years he had been associated with 
the Lester Harrison His 
work in promoting Desco Shoe 
Corporation’s “Red Carpet” con- 
women’s has 

He 
the 
AND 


agency. 


struction in shoes at- 


wide also 
trade 


SHOE 


attention. 
articles for 
BooT 


tracted 
has 


press, 


written 
including 
RECORDER. 


eel 
ee 
—_ 


rea ass 2078 Action Sot 


GERBERICH-PAYWNE SHOE Co. 


PENNSYLVANIA 





50 ALEPPO St. 





What's New 
12/8 for the Teenager 


With the current emphasis on the teen- 
age merket, Biue Star Shoes, Inc., Law- 
rence, Mass., has adopted s agile needle 
last on 12/8 heel for fall. This is the 
firm's first venture above "s. The new 
last will be featured in both piain and 
trimmed pumps and will be mede in 
kangaroo, patent and nylon velvet. 





Polish for Deep Browns 

MIDNITE BROWN, a new 
of polish, has been intro- 
duced the Kiwi Polish Com- 
pany, Pottstown, Pa., for use with 


shade 
paste 
by 


deep-tone brown and an- 
tique shoes. A _ tent 
promoting the color is available. 


the new 


brown card 


Black Filler for Leather 

A NEW black filler for 
black leather, kips and 
smudging calf has been introduced by 
the Paule Chemical 
Charlestown, Mass. 
clude good coverage, excellent hiding 
power and extreme uniformity. The 
company says the filler will even hide 
medium iron marks. 


use hii 
side non 
Corporation of 
Claims made in- 


Protective Flap Developed 
For Instep of Safety Shoe 

A PLASTIC-CORED 
flap to cover the instep of steel-toed 
safety shoes has been perfected by 
Hy-Test division, International Shoe 
The new light 
plastic is reported to have unusual 
strength and to withstand 
than normal impact. 

The shoe with the new 


flap was evolved at ISCO’s research 


protective 


Company, St. Louis. 
greate! 
protective 


in answer to a request 


largest 


laboratories 


from the world’s steel 





From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 


Hy- 


mill 


S. Steel Corporation 
Test’s to the 
problem pattern 
above the ankle, contains a 
steel toe, and in addition 
the new snug-fitting flap with plas- 
tic reinforcement. 

The 
foot but 


maker, U 
steel 
that 
built-in 


solution 
was a laces 


features 


the arch of the 
is said to be 
flexible 
enough to withstand 25 foot-pounds 
to the foot An im 


pact of 25 foot-pounds is about that 


flap covers 
light enough 


to be extremely and strong 


without injury 


if a sledge hammer swung from 


shoulder height onto the foot 





Men’s Sock Displayer 


Easy-to-trim Sox 
Stend for men's 
hosiery is @ prod- 
wet of Herbert 
Rose, inc., Long 
Island City, N. Y. 
The stond is made 
of heavy gage 
wire with bright 
bress finish. The 
menefacterer will 
eiso design and 
produce a feature 
cord or topper 
for the stond. 





Your Customers 


Buy Good Shoes 


THEY DESERVE A QUALITY DRESSING 


MELTONIAN 


Caught without 
Leathers by Irving: 


Irving fanning Company 


134-140 Beach Street, Boston 11, Massachusetts 


SALOMON & PHILLIPS 
New York 16, N. Y 
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New Store Equipment for Up-to-Date Retailing 


Shelves Built for a Job 


This shelving, 39 in. wide, 12 in. deep 
and 99 in. high, is produced by Lyon 
Metal Products, Inc., Aurora, Ill., only 
for large quantity orders. Standard 
units are 7 ft. high, 3 ft. wide, 1 ft. deep. 


Chair Made for Moderns 


3 


This Denish styled chair from Romito- 
Donnelly Corporation, Ravenna, O., has 
a form-fitting seat and back, non-crack- 
ing upholstery, mar-resistant armrests. 


July 15, 1960 


Adjustable Racks for Self-Service Selling 


The self-service and self-selection display racks designed and produced by the 
Self Serv Fixture Company, Inc., Dallas, have shelves which adjust in depth and 
allow the display of all types of shoes from children's sizes to men's sizes. This 
picture of the racks in use was taken at a Brown Self Serv Shoe Store, Dallas. 


Knock-Down Merchandise Display Fixtures 


The all purpose mer- 
choandiser, left, and 
the shoe merchan- 
diser, right, can both 
be knocked down for 
storage. Both units 
ore lightweight and 
easily moveable. The 
oll purpose merchan- 
diser features cas- 
ters on two legs. The 
feature of the shoe 
merchandiser is the 
heel grips on the 
shelves that adjust 
for all shoe sizes. 
They are made by 
Anchor Wire Spe- 
cialty Company, 
Homestead, Pa. 


Se ae , 


The line of fitting chairs at the Emporium Capwell Company, Hayward, Calif., was 


supplied by the American Chair Company, Sheboygan, Wis. 


Included in the line 


of new chairs are both the right and left models and the matching fitting stools. 
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Man ubacturing Report 





Fall Optimism Increases in St. Louis 


ST. LOUIS—Manufacturers in St. 
Louis appear to be slightly more 
optimistic about the fall and winter 
season than they were a few weeks 
ago. Cautious production for sum- 
mer in-stock selling has not left 
them with mountainous stocks to 
dispose of. 

Plants, however, could be consid- 
erably busier than they are. At a 
few isolated factories, production is 
reported as “approaching capacity.” 
This holds true mainly for chil- 
dren’s makers and for children’s di- 
visions of general-line houses. Al- 
though exact figures are not given, 
indications are that women’s manu- 
facturers did not turn out as many 
shoes during the first six months of 
1960 as in the same period of 1959. 


Advance Bookings— Transitional 
shoes have already been shipped 
out. Most retail accounts have cov- 
ered themselves for fall and 
yond. Advance bookings have. been 
raised to a point where manufac- 
turers have been able to extend 
their production schedules well into 
the Shoes for August de- 
livery moving through lines 


be- 


season. 
are 
steadily. 


Fall trends are stabilizing more 
firmly as every order-day passes. In 
women’s dressy footwear, black 
shoes are representing 60 to 65 per 
cent of orders, which is approxi- 
mately 10 percentage points lower 
than last year at this time. That 10 
per cent swing has been picked up 
mostly by the brown family. 


Variety of Browns —In brown 
calf, kid and suede, however, an- 
ticipated confusion reigns. Some 
makers are playing up one brown, 
some another. Order strength is be- 
ing chalked up in at five 
widely-variant tones of brown. The 
darker shades, as town brown, will 
show best volume in mid- and lower- 
price footwear, while the offbeats, 
the newsy browns, and the grayed 


least 


neutral browns will be favored as 
styling is stepped up. At least, so 
stylists say. 

Order sheets that 
women’s pumps will be closed; that 


confirm most 
volume toe will be the double needle, 
with a sprinkling going to triple 
needle and to single needle; and 
that smooth leather is accounting 
for a greater share of orders than 
suede for dressy shoes. 





Two Seasons at Once 


BOSTON—Here in New England 
it looks as though the end of this 
year’s fall run will overlap the be- 
ginning of the run for spring 1961. 
Many shoe manufacturers expect 
they will find themselves making 
both types at the same time. 

Accounting for this condition, 
which is not unprecedented, are 
two factors: 

Late buying of fall lines by re- 
tailers combined with the closing of 
most factories for the annual one- 
week vacation has made it unlikely 
that manufacturers can get all their 
shoes into the stores by August 1. 
One trade observer estimates that 
some of these initial orders may not 
be shipped before the third week of 
August. 

These, then, will be followed al- 
most immediately by fill-in orders 
as the retail selling season opens. 
The fill-in orders may easily ac- 
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for New England? 

count for at least some of the fac- 
tory activity in early 
October. 

The other factor is the trend 
toward early buying of spring shoes 
by big retail and wholesale oper- 
ators. It is no secret that mail or- 
der houses placed their initial 
spring orders more than a month 
ago. Wholesalers and large depart- 
ment store chains have had buyers 
scouting the market since the July 
4th holiday, and while firm orders 
have been few, the feeling persists 
that most of their staple styles will 
have been bought by October 1 ora 
bit later. 

The action of the leather market 
during and since the Leather Show 
tends to confirm this. Not only has 
sampling been heavy but orders for 
quick delivery have increased in 
numbers as well as in size. Similar 
reports come from fabric houses. 


expected 


Production Rates Vary 
At N. Y. State Plants 


BINGHAMTON—Varying produc- 
tion rates of upstate New York 
shoe plants reflect the lack of uni- 
formity which has marked opera- 
tions so far this year. Output varies 
from capacity to part-time opera- 
tion. But the whole, manufac- 
turers express satisfaction with or- 
the out- 


on 


ders already written and 
look for the next few months 
Among the most optimistic is a 
maker of children’s Selling 
mainly to chain stores, this firm re- 


ports all the orders it can handle 


shoes 


and forecasts an excellent year. 
Prices will remain stable, a spokes- 
man for the company predicts. Man- 
ufacturing to 


continue their upward trend 


costs are expected 


Stable Leather Prices— Manufac- 
turers view the leather situation as 
favorable. They happy that 
stable prices are the rule this year 


are 


compared with the hectic conditions 
of recent With most shoe 
plants comfortably situated with re- 
spect to leather 
expected that buying will be limited 
to actual needs. 

Leather buyers and shoe stylists 
say plans for spring and summer 
1961 are still fluid and their 
use of specific leathers and fabrics 


seasons. 


inventories, it 1s 


lines 


unsettled. 
One firm that a 
tendency to substitute fabrics and 


expects recent 
vinyl for leather wherever possible 
in an effort to keep costs down, will 
be less With a 
riety of leathers available at 


evident. great va- 
rea- 
sonable cost, it is considered likely 
that manufacturers will weigh their 


style advantages carefully 


Points for All Pointed 
local manufacturers agree, will 
characterize women’s, men’s and 
probably children’s lines for spring. 
In popular price shoes for women, 
double needle and some triple 
needle toes will be the norm. 

Men’s styles will be slimmer and 
trimmer, and both men’s and 
women’s will continue the trend to 
soft leathers and flexible construc- 
tions. 


toes, 
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Salesmen on the Road 





by VIVIAN C. ANDERSON 


Travelers Like Their Golf 

IF a survey were taken among 
all shoe travelers as to their favor- 
ite recreational pastime, golf would 
win. One of the regional groups 
most active in the sport is the Mid- 
Shoe Travelers Association, 
headed by George E. Hansen. The 
annual golf outing and dinner- 
dance of this association is sched- 
uled for July 19 at the Itasca (Ill), 
Country Club. 

Norman Canty and Gregory 
Wilde are co-chairmen. They and 
their committees are working hard 
to make this the most outstanding 
event in the ll-year history of the 
outing. In addition to the Presi- 
dent’s cup, other cups and prizes, 
there will be awards for card play- 


west 


ers. 

Golfers will tee off starting at 
noon on the 18-hole course. Dinner 
is scheduled for 6:45, and dancing 
starts at 9 p.m. 

> * _ 
Salesmen Celebrate 75th 


SALES Dun- 
ham Brothers Company helped cele- 


representatives of 


brate the firm’s 75th anniversary at 
their annual sales meeting in Brat- 
tleboro, Vt. Clarence C. Wagner, 
Allison Park, Pa., was cited as 
“Salesman of the Year.” 

The sales staff viewed new styles 
for the next season, including sev- 
“Diamond 
two-day 


eral Jubilee” specials. 
The meeting high- 
lighted by the introduction of new 
lines of casual and shoes, 
Dunham's Loaf-Aires and Corvairs. 

Bill Rossi, field editor of Boot 
AND SHOE RECORDER, the fea- 
tured speaker at a dinner following 
the first Mr. Rossi 
discussed trends in shoe salesman- 
ship in the 60s. George D. Mason, 
vice-president and treasurer of the 
company, addressed the group and 
presented the sales award. 

The company’s national advertis- 
ing programs and_ promotional 
plans for the fall and winter were 


was 


dress 


was 


day’s session. 
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George. D. Mason (left), vice-president 

and treasurer of Dunham Brothers Com- 

pany, presents "Salesman of the Year" 
trophy to Clarence C. Wagner. 


outlined to the salesmen by Robert 


Aronson, president, Robert Aron- 
Inc., 


Just Like Old Times 


“JUST like old times!” 
a number of shoe travelers in the 
Midwest territory when Grayce 
Mattes returned to a post she had 
once held as executive secretary of 
the Midwest Shoe Travelers, 14 E. 
Blvd., Grayce 
had resigned seven years ago but 


son Associates, Boston. 


chorused 


Jackson Chicago. 
was urged to return following the 
death several months ago of Grace 
Platt. 


Al Prudhomme (left) of Gerberich-Payne 
Shoe Company and Hans Hunter of G. 
H. Bass & Company "goof off" in a sur- 
rey waiting to be given away in a Keds 
promotion contest at Carlson's Foot- 
wear, West Hartford, Conn., retailer. 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Cole. 


Added Features at Chicago 

SEVERAL helpful features for 
the benefit of retailers and exhibi- 
tors are planned for the Holiday 
Footwear Market of the Midwest 
Shoe Travelers Association to be 
held August 21-24 on the seventh 
floor of the Palmer House, Chi- 
cago. Room 796 will be open from 
9:30 to 12 noon on Sunday for the 
serving of free coffee and rolls. 

The say parking will 
be no headache either, for special 
arrangements have been made with 
a garage at W. Monroe St. for 
a special rate during the shows at 
the Palmer House. In order to get 
the special] 24-hour rate, the claim 
check from the garage 
must be rubber-stamped by the as- 
sociation at the show. Deadline for 
registrations for the holiday mar- 
ket is July 29. 


travelers 


29 


received 


Spring Show Plans Made 

THE Spring Fair of 
Mountain States Shoe Travelers 
may be four months away (Novem- 


Shoe the 


but already committees 
are plans for the 
show, again to be held at the Al- 
bany Hotel, Denver. Ralph George, 
assisted by Leonard Fritz and Keith 
Johnson, is chairman of the rooms 
hotel committee, and Mr. 
vice-president, 


ber 13-15), 
meeting to lay 


and 
George, as second 
is also entertainment chairman. 
Jack Bahlman and Harry Bindbeu- 
tel will have charge of door signs, 
and Harold Keuhs, 
Frank Phillips, will direct public- 
ity. 

Tex Lindley, president, has an- 
nounced the annual meeting of the 
for Novem- 
12, at 4 p.m. at Albany. 
highlight of spring 
be a series fashion 


assisted by 


Saturday, 

the 
the 
of 


association 
ber 
Again a 
show will 
forecast clinics. 


Here and There... 

FEELING fine now and catching 
up on his orders is Sonny Ander, 
Chicago representative of Lester 
Pincus Shoe Corporation, New 
York. He underwent surgery at 
Michael Reese Hospital, Chicago. 





Salesmen ¢ Suppliers 





Directors Named at St. Louis Trade Outing 


Directors, photographed informally at the St. Lowis District Shoe Trades Associa- 
tion's 15th annual outing, are (left to right): Joseph J. Goldstein, Kaimon Shoe 
Manufacturing Company; Robert Eberlein, Robert P. Eberiein & Company; Ted 
Shaw, Brower Bros. Shoe Company; Edward R. Meyer, Dennis Chemical Company, 


and Dwight W. Coultas, 


ST. LOUIS—Ervin W. Manske, 
Ervin C. Manske & Company, won 
the Erhart Golf Trophy at the annual 
St. Louis District Shoe Trades Asso- 


clation outing 


ee 
iv. 


He scored a low gross 
Tied for second low gross were 
Ralph Tucker, president of Omega 
Shoe Company, and James Tipton, 
Howes Leather Company. 

The Erhart 


ther sports prizes, 


trophy, along with 
was awarded at 
following a day of con- 


tests and fun 


a banquet 


Harry Bennigson, president of the 
association, drew a standing ovation 
at the dinner when he told the mem- 
bers that the 
700 names 

Other sporting events 
at this 15th annual outing included 
Donald J. Alsop, American Thread 
Company, for low net golf score; Wil- 
Knupp, Superior Cutting Die 
Company, hole-in-one, Thomas 
M Manahan, Shoe 
Company, Paul! 
Goltschman, Johnson-Stephens & 
Shinkle Shoe the 
horseshoe pitching contest; John 
Guhman, Sr., Wright-Guhman Com- 
ook the bait-casting prize, and 
LaRue, Jr., Sport Specialts 
Shoemakers, Inc., and Chet Allen, 
Allen Leather Company, were cham- 


roster now carries over 


winners in 


liam 
and 
International 
blind bogey draw. 


Company, won 


pany, t 


Car! 


pions of the tennis tournament. 
Members of the winning corkbal! 
team were Charles J. Roth, R. C. 
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Dwight W. Coulteas Company. 


Anton Company, Gus _ Robinson, 
Brauer Bros. Shoe Company, Edward 
Dent, and Ed Zawad- 


Supply 


Brauer Bros., 


ski, Barnard Shoe Industry 
Corporation. 

for 
terms were Joseph J. Goldstein, Kal- 
mon Shoe Manufacturing Company; 
Edward R. Meyer, Dennis Chemical 
Ted Shaw, 
Bros. Shoe Company. Re-elected as 
directors Dwight Coultas, 
Dwight W. Company, 
Robert Eberlein, Robert P 
& Company. 


Directors elected three-year 


Company; and Brauer 
were 
and 
Eberlein 


Coultas 


M. T. Shaw Completes 
One-Floor Office Addition 


COLDWATER, MICH. a. 
Shaw, Inc., manufacturer of men’s 
shoes, has completed construction 
of a modern brick and concrete 
block, one-floor office building. This 
1000-square-foot addition is part of 
a long-range expansion program be- 
gun in 1955. 

The new structure will house all 
executive and general offices plus 
an employees’ lunchroom. Mean- 
while the old office will be 
for additional warehousing 
and storage. According to company 
President M. T. Shaw, Jr., “Steadily 
rising sales, coupled with produc- 
tion now exceeding 2000 pairs per 


day, 


space 


used 


made the addition necessary.” 


Brauer Bros. Dedicates 
Subsidiary Manufacturer 
ST. LOUIS 
Company held official dedication re- 
cently for 
Seymour Shoe Company, at Seymour, 
Mo. 
dent, is also president of the new 


Brauer Brothers Shoe 


its newest subsidiary, 


Roy F. Sundling, Brauer presi- 


company. 

The Seymour factory, said to be 
the most modern in the area, covers 
25,000 feet. Constructed of 
aluminum, the building is also air- 
Production, 


square 


conditioned throughout 
which started last month, is expected 
to reach 1000 pairs of Paradise Kit- 
Kitten-ettes 
Output 


tens and or per day 


within a vear started at 
500 pairs per day 
the fourth 


Brothers 


The Seymour plant is 
the 
group. Superintendent is Roy Brown 


factory in Brauer 
formerly assistant superintendent at 
Cuba Shoe Company 

Sey- 


Dedication ceremonies at 


mour were attended by nearly 4000 
the 


civik 


persons, including mayors of 


surrounding towns, leaders, 


key 


and the architect and builder 


personnel of the new company, 
of the 


plant 





Fanfare for No. 15,000,000 


Buyer Lawrence Ukman of Famous Barr 
Company's downstairs store, receives 
delivery in St. Lowis of 15 millionth 
pair of shoes made in International 
Shoe Company's Salem, Mo., plant. The 
shipment arrived in stagecoach cerry- 
ing Salem's delegates to a Junior Cham- 
ber of Commerce convention. Salem is 
observing its centennial. 
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Commonwealth Promotes 
Two in Sales Organization 

WHITMAN, MASS.— Two pro- 
motions in the sales setup of the 
Commonwealth Shoe & Leather 
Company have been announced by 
William Sheskey, vice-president in 
charge of marketing. 

John Allen, formerly the com- 
pany’s sales representative in Ohio, 
has been appointed sales manager 
of the wholesale division. Emerson 
Wallace, formerly assistant director 
of retail sales, has moved up to di- 
rector. 

The Ohio territory has been as- 
signed to Charles Frink, who had 
been selling the company’s lines in 


EMERSON WALLACE JOHN ALLEN 


CHARLES FRINK DAVID BONE 


Wisconsin and Minnesota. Covering 
these two states now is a new sales- 
man, David Bone. 


Boating Shoe for Olympics 

RANDOLPH, MASS. — Randolph 
Shoe Company, Inc., says its 
“Randy Boatshu” has been picked 
by the U. S. Sailing Committee to 
be worn in competition by members 
of the 1960 U. S. Olympic sailing 
team. The Randolph firm says safety 
and comfort were the major factors 
in the selection. The shoe has an 
arch cushion insole for comfort, and 
Randolph's “Perimeter Traction Ac- 
tion” feature to insure safe grip- 
ping on wet decks. 


North & Judd Opens Two 


Offices, Relocates Another 


NEW BRITAIN, CONN.--North 
& Judd Manufacturing Company has 
opened new offices in West Palm 
3each, Fla., and Pittsburgh, and 
shifted its Buffalo, N. Y., office to 
Rochester as part of a “continuing 
expansion program.” 

P. W. Brown, general sales man- 
ager, made the announcement. 

George T. Post, formerly resident 
manager of the Buffalo office, will 
be resident manager of the new of- 
fice in Pittsburgh. Territory for 
this office will be Western Penn- 
sylvania, West Virginia, and Al- 
legany and Garrett Counties in 
Maryland. 

Frank W. Gardner will handle ser- 
vice and sales activity throughout 
Florida from headquarters at West 
Palm Beach. Mr. Gardner was most 
recently manager of the Boston of- 
fice of the Wilcox-Crittenden division 
of North & Judd. 

Briscoe B. Lang, resident mana- 
ger of the Rochester office, will have 
responsibility for sales and service 
of all North & Judd divisions in the 
New York State area. 


now ... to increase your volume, traffic and profits . . . 


MEDIC OFFERS A FULL LINE OF TOP QUALITY, REGULAR 
WELT SHOES FOR INFANTS AND CHILDREN! 


Only the makers of America’s finest feature shoes for infants 


and children, Junior Arch Preservers, could have created 


this outstanding new line of regular shoes for youngsters! Smartly 


styled... 


these bright new footwear designs will be your best sellers 
every time. And they‘re competitively priced, 


sturdily constructed from the best leathers available, 


offering you a greater markup with every sale! 


For more details, plus free catalog, write today to 


MEDIC SHOE MANUFACTURERS, INC. 
1212 WOOD STREET, PHILADELPHIA 7, PA. 


July 15, 1960 


ARCH PRESERVER 
Se by 





ISCO Promotion Packet 
Features Showboat Theme 
ST. LOUIS—A colorful “Show- 
boat Jubilee” theme was used by the 
Merchants Service department of In- 
ternational Shoe Company in its 
“packet” of promotional ideas mailed 


added attractions,” “scene stealers,” 
a “complete bill of shoe bargains” 
and the “olde time festival of sum- 
mertime paraders.” 

Easel cards were included as was 
a “Calliope Tootin’ ” booklet contain- 
ing 60-second, 30-second and 20-sec- 
ond spot announcements adaptable by 


to ISCO dealers for July. 
closures followed the showboat topic. 

Suggested ad mats 
packet-steamer numed 


“captain’s specials,” 


All en- 


NEW ARMATAN leather soles that 
set new long-wear records! 


Nationally 
advertised in— 


POPULAR 
MECHANICS 


Outdoor Life 


WRITE TODAY for the 
name of your nearest 
Shaw distributor, and 
new style folder and 
catalog, showing our 
complete line of men’s 
casual, dress, work and 
comfort shoes. 


“Oven 38 Years of Quality Shoemaking” 


shoes feature 


Policemen, firemen, mail carriers — all 
men who find walking an important part 
of their job, insist on long wearing soles 
Now you can give them super-wearing 
LEATHER soles, with all the comfort and 
satisfaction only leather can give. This 
new ARMATAN resin-impregnated 
oak leather sole protects against 
water damage and retains its 
shape! Note the famous Shaw 
“heel-to-toe cushion” and 
other features described 

below 


Shaw's unique Trade 

Builder way of sup- 

plying you with 

OVERNIGHT service 

from the over 60 Shaw 

distributors in every section of the coun- 

try, gives you low inventories, high prof- 

its, and SHOES WHEN YOU WANT 
THEM! 


MIKE Piump black leather with these famous 
Shaw comfort features . FULL HEEL-TO-TOE 
AIR-CELL CUSHION . CUSHION SIDE ARCH 
SUPPORT . . . RESILIENT METATARSAL PAD, storm 
welt, double ARMATAN leather sole, long counter, 
steel arch, Nylon stitching. IN-STOCK to retail 
profitably at $14.95 — AN INCOMPARABLE VALUE! 


retailers for their local radio 
tions. Steam calliope music, steam- 
boat whistles, “Ol’ Man River” 
featured @ other selections from Jerome Kern's 
“Shoe “Showboat” were suggested as back- 
Buy.” Window streamers played up grounds for the spot announcements 
“deckloads of on Showboat Jubilee footwear. 


M. T. SHAW Inc., Coldwater, Michigan 
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Barrett Again Produces 
Llama Calf for Women 

NEWARK, N. J.—Barrett & Com- 
pany announces resumption of its 
line of women’s weight Llama Calf, 
PLM. Following the trend to very 
refined grains in women’s textured 
leathers, this genuine shrunken 
grain will be finer than when it was 
made previously. 

Colors in this women’s leather 
will be: bone, hazelwood, ivywood, 
hemlock, scarlet, red holly, balsa 
blue, blue spruce, cedar and black 


Krippendorf Staff Marks 
Firm’s 50th Anniversary 

LYNN, MASS.—Krippendorf Ka! 
culator Company's executives and 
field representatives marked the com 
pany’s 50th anniversary at a recent 
meeting in the general offices here 
Addressing the two-day session were 
President Milton Morrill and Genera! 
Manager Merle Jackson. Vice-Pres 
dent Ernst Krippendorf also was on 
hand. 

Concluding the first day's activities 
was a banquet at the General Clover 
Inn. Present was Samuel Crowell 
Jr., who developed the Krippendorf 
Fitting Relation system. He retired 


a year ago after many vears’ service 


EJ Announces Scholarship 

ENDICOTT, N. Y.—A new $2000 
scholarship designed to attract mors 
students into the leather chemistry 
field will be awarded next year by 
Endicott Johnson Corporation, a 
cording to an announcement by the 
company’s president, Frank A 
Johnson. He said the company will 
grant $500 a year toward the cost 
of a four-year course in the Depart 
ment of Leather Chemistry at the 
Lowell Technological Institute, Low- 
ell, Mass. Any qualified person 
from the Endicott-Binghamton 
Johnson City area is eligible to ap 
ply for the scholarship, but prefer- 
ence will be given to Endicott John 
son employees or their sons. 


Eva Sonnino, designer for Ber- 
nardo Sandals, Inc., New York, is 
on a joint business-pleasure trip to 
Europe. She is visiting shoe mar- 
kets in Italy, France and Spain. Her 
husband, Dino Sonnino, president of 
the company, was to join her 


abroad. 
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Where to Buy 





JOBS 


JOBS 


JOBS 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 








For Over 45 Years 


Headquarters 


CANCELLATION 
STORES 


Quality Brands 


For 


Lowest Prices 


Lorgest Stocks 


be by’ or 
MOSINGER-COHN 


ORTHOPEDIC FOOTWEAR 
TARSO PRONATOR SHOES® 


for club feet 
prescribed by 
supplement to 
mild cases of talipes 
Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 Seouvth Broedweoy * Yonkers, N. 


All Price Ranges 














doctors 


is a casts in 





10 Companies Represented 
At NESLA Conference 

BOSTON—Twenty-two 
tatives of 10 New 
manufacturing firms attended an 
executive conference sponsored by 
the New England Shoe and Leather 
Association on two successive week- 
ends. 

The meetings took place in North 
Falmouth, Mass., under the leader- 
ship of Professor Herbert F. Good- 
win of the School of Industrial Man- 
agement, Massachusetts Institute of 


represen- 
England shoe 


July 15, 1960 








MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
peper ed clipping service and special 
short term trial offer. 


Neme 
Company 
City... 











VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 


Technology. 

Management of improvement and 
work simplification were discussed 
by company principals and their 
operating executives, who got to- 
gether for the first time in a single 
group effort. Companies represented 
were: A. Sandler Company, B. E. 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

“While in town see Weil’ 


New York Sample Room: 
138 Duane St., NYC 
Quality shoes since '*? & 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





BOX HANDLERS 





LONG ARM* 
The offmsert bes Nerdher 
QUICKER, SAGER, SAFER 


PICK 
YOURSELF 
UP 


and order LONG Arms 
before you fall off that 
stool again. LONG 
ARMS will reach the | 
high shelves for you —— 
and return the empties upside down. LONG 
ARMS with handles 24’, 36"", 48"' and 60°, $3.95; 
with 72° handles, $4.95. Postpaid in USA. Satis 
faction guaronteed. Specify handle length ond 
if for men's or women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd 


trots mare | 











Stamford, Conn 


Cole Company, Bates Shoe Company, 
E. E. Taylor Corporation, French, 
Shriner & Urner Manufacturing 
Company, Majestic Shoe Corpora- 
tion, Porter Shoe Company, Sandler- 
Ette Footwear Manufacturing Cor- 
poration, Sanford Shoe Company and 
Ware Shoe Company. 





Personnel 





fo 


L. McGOURTY ee - P. CHILSON 
Promoted Buys Men's Lines 


Promoted... 


Lawrence McGourty, from direc- 
tor of buying and styling for men’s 
and boys’ shoes to merchandise 
manager of men’s and boys’ foot- 
wear in the Thom McAn division of 
Melville Shoe Corporation, New 
York. 

Jack P. Chilson, from buyer of 
men’s and boys’ leisure footwear to 
buyer of men’s footwear for Thom 
McAn. 

J. Richard Nedder, from buyer of 
men’s shoes to director of men’s 
and boys’ merchandise distribution 
for Thom McAn. 

Rey Post, from store manager to 
associate buyer-stylist on the New 
York staff of G. R. Kinney Corpora- 
tion. He will concentrate on wo- 
men’s casuals. 

Harry W. Crone, from store man- 
ager to district manager trainee in 
the Family Shoe Stores division 
of Endicott Johnson Corporation, 
Endicott, N. Y. 

Olin West, Jr., and Dallas Jones, 
to assistant directors of the south- 
ern shoe manufacturing purchas- 
ing division of Genesco, Inc., Nash- 
ville. Tenn. Mr. West is in charge 
of procurement of upper leather 
leather linings and inventory con- 


LEROY A. GRABOW 
Western Manager 


MACEL S. BEEBE 
in District Post 
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és 


J. RICHARD NEDDER 
In Distribution Post 


OLIN WEST, JR. 
Genesco Promotion 
trol. Mr. Jones is in charge of pro- 
curement of findings, textiles and 
rubber 


Appointed... 

Frank Rugino, eastern regiona! 
manager in the Father & Son shoe 
stores division of Endicott Johnson 
Corporation, Endicott, N. Y. Leroy 
A. Grabow, western regional man- 
ager. 

Macel S. Beebe, district manage: 
for the Family Shoe Stores division 
of Endicott Johnson Corporation, 
with responsibility for 18 stores 
from Elmira, N. Y., to the Hudson 
River 

Harry Gingold, sales representa- 
tive for Garfield & Rosen, Inc., Bos- 
ton wholesaler, ccvering Alabama, 
Georgia and Florida. 

Robert S. Love, Jr., sales repre- 
sentative for the Lockwedge Shoe 
Corporation of America, Inc., Col- 
umbus, O., traveling Virginia, 
North and South Carolina, Tennes- 
see, Georgia, Alabama, Florida, 
Mississippi, Arkansas and Louisi- 
ana with the Dr. Locke line. 

J. M. Greenwell, sales representa- 
tive for the Billiken division of 
Craddock-Terry Shoe Corporation, 
Lynchburg, Va., traveling Louisi- 
ana, Mississippi and Western Ala- 


ROBT. S. LOVE, JR. J. M. GREENWELL 
Joins Lockwedge Named by Billiken 


PRANK RUGINO 
Eastern Manager 


DALLAS JONES 
Also Elevoted 


bama. His headquarters is in 
Mobile, Ala. 

Vernon G. Mace, sales represen- 
tative for Craddock-Terry’s Billiken 
division, covering Tennessee, Ken- 
tucky, Southern Ohio and Illinois. 
His headquarters is in Nashville 
Tenn. 

B. R. (Mac) McVay, sales repre- 
sentative for Sport Specialty Shoe- 
makers, Inc., and Di Porto Sport 
Shoes, St. Louis, traveling the ter- 
ritory east of Pittsburgh. When not 
on the road, he will assist Bert 
Bishop, vice-president for sales and 
styling 

Jerry Vaughn, merchandise co- 
ordinator of men’s and juvenile 
shoes for the retail sales division 

International Shoe Company, St. 
Louis. This is a newly created po- 
sition. 

Russell L. Haden, Jr., a vice-pres- 
ident of the Dewey and Almy Chem- 
ical division, W. R. Grace & Com- 
pany, Cambridge, Mass 


Transferred. . 


Wallace Blauback, from the ship- 
ping and receiving departments of 
Gilbert Shoe Company, Thiensville, 
Wis., to a position in the sales de- 

rtment, working under Leo Mol- 
ling. 


VERNON G. MACE 8. R. McVAY 
Also with Billiken To Sport Specialty 
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Wanted to Purchase 








KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 











W/E BARIS BUYS for CASH 


BARIS ce yee agin ge he ge = saa 


Tee BATION’S PiNGsT Also compiete stores considered 
CANCELLATION GHneES 4e@s te Pine Shoes Prom Pine Seerces Since 193! 


79-81 Reade St. + New York 7,K 1. © Tek WOrth 25180 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS € 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED 5 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











WE PAY MORE f.cause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9630 

















quality shoes, complete 
surpluses or closeouts 
from manufacturer 
or retailer. 
Quality shoes since 1932 


M. K. WEIL 
Shoe Company 


1215 Washington Ave., St. Lovis 3, Mo. 
CE. 1-4898 CE. 1-3762 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 
Wri 


te or wire for fast ac 
tlen . . . quality men's, 
women's and children's shoes. 


hy! FOR OVER 45 YEARS 


Seth Gaffin Shoes 


(formerly Broitman-Gaffin) 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 


Phone or Wire Collect 











Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlaut 6&-20462 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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Classified and Want Ads 


WANTED TO PURCHASE SALESMEN WANTED SALESMEN WANTED 























WILL BUY SALES OPPORTUNITY 


North Carolina, South Carolina and Virginia SoreNery open for an oenormnens 
ANY PART OF YOUR SH T . salesman. Excellent opportunity to represent wel nown manufacturer o 
' ' , . OE STOCK: Women’s and Girls’ Popular Priced Shoes. Entire Line backed by efficient in- 
Men's, Women's, Children's. stock service. Write complete details. All replies confidential. 


OSCAR TRAISTER SHOE COMPANY GODMAN SHOE COMPANY 


207 Essex Street, Boston, Mass. 46 East Fulton St Columbus Ohio 

















SALESMAN WANTED f quality Line EXPERIENCED SALESMEN W Asses 
) t ifants® sildren’s and Misses" . States i Inciat WwW eka 
M. SIOFF and CO. x foe, Coitten's ond Base Comet aad faut Danae sOpkaN SHO 
Ba catat & Séth St bila Oo 01 Washington Ave Louis, M 
CASH FOR SHOES Sox Ruconoan, Chestost & ! 


Closeouts—Complete Stores . 
s f FACTURER 

Phone or Wire Collect aOR REE, WageTenaet BUSINESS OPPORTUNITY 
hilds sses ements, Bon-Welts, Pre rits 

137 West B'dwoy New York City canta’ salgempn, te eowet cules GOUUhty., mQt@" POPULAR PRICE SHOES OR RUBBERS 

Wel. Goctmen 96060-8 New ee. Call on volume buyers only FOR INSTOCK SELLING Midwest 


iso use a 

















n ca 
fornia, Geese m, Wash 


ington Rk 
DISPLAY Boot xp Base Recttam. 


. SIDELINE SALESMEN WTD. 
Cameron Company Displays SIDELINE SALESMEN WTD. 


500 Echo Lane, Glenview, Hiinois 
TERRITORIES AVAILABLE FOR QUAI 


New and originals in plastics and displays | [FIED SIDELINE SALESMEN +t 
To the man who cares about . Goode Velts Gi 8 ere ay 


his windows” 


























Let ws re-do your windows We have several openings for side 
Send for one of our experts line representatives for our won- 


JACK CAMERON, GUY MALLOY derful line of open-stock, in-stock, 
JACK L. CAMERON, JR 








low-priced Juvenile Footwear. All 





open territories are well established. 





HELP WANTED 6% commission, plus bonus. Write. 
HIGH GRADE WOMEN’ FOOTWEAR Re tag SHOE ol 
MANL I ACTUR RER “ ame se S NAT C 

a ing ith tern-making and 22 S Hanover # Baltimore & Md. 














Reco 








“SxPaRiENGaD, MATURE, BETA FOR SALE CLASSIFIED 


SHOE a tT TER wh : Se und Fit A 
Ty 


ge Shoes such, as Dr. Locke, | Fout Saves ADVERTISING RATES 


Ree ie ee an: ak eens RETAIL SHOE BUSINESS FOR SALE, 
P 








sition epen September let whee seesunt- Mos INDIANA 

yer this department retires after 25 vears th A Shee Store of Men's and Women's Shoes and 
ur firr onitcnttone tale an anne a a Leased Department of Ladies’ Shoes in cities UNDISPLAYED 
omplet istelis your ontios coteil te seen of over 150.000. Fully fixtured, air-conditioned; 


Best of equipment: good stock; excellent lecations 20¢ a word 


n first letter. Also photo if Will sell as a going business or separately, or 
} a I EM STORES take over leased department without inventory 


available. THE 
COMPANY, Champaigt Reply te Bex 73!. BOOT & SHOE RECORDER Minimum (18 words) . .$3.60 
Chestnut & 56th Streets, Phitadeiphia . Box number, extra... .$2.40 
FOR SALE 


PRIMEX X-RAY, loor Far Your name and address 
M meographe r oe On Maybolds, 

BON TON MILLINERY AND SHOES, rd, Newark Oni charged at word rate. 

selling floors; established - pane it me y oman — 
mm. Top Brands; good lease. 150,000 trading ' ' - Street number one word 
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GODING 
BOOTS 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
...a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 

That's why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





Call your nearest United office 
today for complete details. 


Greatly improved upwiping and forming is provided 
by the conforming Teflon toe band. It operates under 
air pressure in complete contact all around the toe, 
making it easier for the operator to get the upper 
down to the wood. In addition, the velvet touch of 
Tefion means that even the most delicate upper stock 
can now be sofely lasted. Also, since wipers are used 
for overwiping and bedding down only, they can be 
heated for better cement adhesion — and for ironing 
and pressing shoe bottoms. 

Fatigue has been greatly reduced by eliminating 
the foot treadle. Operators can now do more and 
better work hour after hour because they stand at 
ease with weight equally balanced on both feet. 
Easy control of all lasting elements is centered in one 
convenient handle. 


Better Shoes... 


Easier and Faster 


than Ever Before 


WITH 
Mniied. POWER TOE LASTING 
MACHINE — MODEL B 


Nearly 200 installations from coast to coast 
daily demonstrate the superiority of the new 
Power Toe Lasting Machine — Model B. The 
new machine completely conforms upper to 
last in a manner never before possible, 
sharply reduces operator fatigue, and — 
when used with the new cement gun — gives 
increased toe lasting production. 


Ideal for use with either tacks or latex cement, the 
new machine produces flatter bottoms and sharper 
feather lines when used with United's new thermo- 
plastic cement gun. Optional equipment with the new 
lasting machine, the Sdaiias. Thermoplastic Adhesive 
Applier, uses an extremely quick-setting form of 
thermoplastic cement to ensure permanence of bond 
between upper and insole. 

All these advantages — and more —can be yours 
soon. They can even be added to Model A Power 
Toe Lasting Machines now in your factory to make 
them Model B's. 


Deliveries and conversions ore being made 
as rapidly as possible. 


wJnited. 
Is the Registered Trademork of ... 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Illustrated 

is a pair of 

new Swade® * 

shoes, worn, seven 

days and seven 

evenings a week for 

SIX WEEKS by a very 

active teen-ager... to 

school, to dances, to the beach. . . under all kinds of damaging conditions. 


New Swade®. . . an all vinyl formulation, chemically produced by a patented process after years of laboratory 
and field research .. . has all of the desirable characteristics of the finest suede... PLUS... New Swade®... 
breathes, is extra comfortable for the foot, yet extremely durable. The vinyl suede finish is scratch, scuff and 
stain resistant. New Swade®. . . in buckskin finish is ideal for all casual and sports footwear—for the very young, 
the demanding teens, and the young at heart. In dazzling white and all of the popular fall, spring and summer 
shades, Swade® retains its realistic body permanently—regardless of frequent cleaning with only soap and 
water—or when worn, ‘stylishly dirty’’ by demanding teen-agers. New Swade®.. . is also available in fine surface 
finish for dress shoes. It has the soft dull appearance of the natural product . will not water mark or rain spot 
_. serviceable for wear on all occasions. ‘rR ’Swade®...a registered trade mark fora —e_- alge og 


“ar 
Fx 
FEDERAL pS 


Be sure to see new Swade®, 4..8 4#5 - y, 
by Federal Industries, man- a TEXTRON company / FPOAAAGA/ LES, 
ufacturers of quality proven 

FEDERAN vinyl! fabrics. 686 Main Street , Belleville 9, New Jersey 
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whatever a baby’s age, weight or type... . 


THERE'S A DIFFERENT STRIDE RITE SHOE 
FOR EVERY STAGE OF THE FIRST WALKING YEARS 


Babies don’t all weigh the same, walk the same, or at the same time. And our beginner styles are made 
to offer you the widest possible choice for your small customers. Our famous Firstie with soft upper 
leathers, soft and flexible sole, is the lightest. The intermediate 
shoe is slightly sturdier . . . for the older, more active baby, or 
any baby who must bear a bit more weight. The third shoe is a 
fully-lined welt, for the child who is ready for “regular’’ shoes. 
All three feature broad heel seats, snug-fitting heels, firm 


counters . . . traditional Stride Rite quality and fit. 
Green Shoe Mfg. Co., Boston, Mass. 
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